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In placing your Advertising for the Season of 
1895, bear in mind that no city in America is ina 
more prosperous condition than St. Louis. During 
the late financial depression, this city had no bank 
suspensions or mercantile failures of consequence. 
There ave only four cities in the United States 
larger than St. Louis, and at no point does the 
custom of Summer Outing prevail to a greater ex- 
tent. In the matter of Summer Resort Advertising 


THE REPUBLIC 


always carries a greater number of these advertise- 
ments than the other St. Louis papers. It is the 
leading Democratic newspaper of the Mississippi 
Valley, and its circulation is rated by all authori- 
ties as being larger than that of any other St. 
Louis newspaper. THE REPUBLIC is peculiarly 
adapted to Summer Resort Advertising because of 
its standing among that class of people most likely 
to patronize a Summer Hotel. 


RATES WILL BE QUICKLY FURNISHED BY 


THE REPUBLIC, 


Or at NEW YORK OFFICE, ST. LOUIS, MO, 
146 Tribune Building. 
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Publish for a Profit. 


(From the Missouri Editor.) 


The country editor who undertakes to do all his own work 
makes a mistake. . . . The editor who stays in his office 
three-fourths of his time never knows how much he loses. He 
cannot afford ‘to tie himself to the case. The money of his 
business lies in the outside work, and no one can do this as well 
as himself. He ought to be out making friends, gathering 
items and getting business. If he stays in his house his business 
will graduaily dwindle, and some young fellow will start a shop 
alongside him and by a little activity crowd him out. Money in 
the newspaper business is made not so much by hand work as by 
head work. It is the publisher who plans, rather than the one 
who sets type and runs the press, who succeeds. . . . Inthe 
country printing office, as everywhere else, it is utilizing the 
labor of others that wins. A failure to appreciate this keeps 
many a country editor at the grindstone through a long and 
weary life. 


YOY can gain the time to get out of the office 
by using our Time-Saving, Money-Saving, Labor- 
Saving Ready-Print Sheets. Not only can these 
great advantages be obtained, but you will be en- 
abled to put forth a larger paper, which of itself 
will draw subscriptions and advertisements. 

We supply sheets from the Penobscot to the 
Mississippi, having complete ready-print estab- 
lishments in eight large cities in order to be near 
our customers. 





Write for samples and prices. 


NEW YORK NEWSPAPER UNION, 
134 LEONARD STREET, New York, 
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HOW AND WHY. 


0W PRINTERS AND PUBLISHERS 
SHOULD ADVERTISE—WHY PRINTERS 
AND PUBLISHERS SHOULD SUBSCRIBE 
FOR ‘‘ PRINTERS’ INK.”’ 


‘‘How Printers and Publishers” 
hould advertise is one of those ques- 
tiqns that pretty nearly answer them- 
selves. The way to advertise is—to 

ivertise. The place to advertise is 
hrough the paper that reaches the trade 
ught, it being granted, I suppose 

,at no intelligent modern newspaper 
publisher disputes that newspaper ad- 
ertising and not circulars, or dodgers, 
or fence rails, is the only method that 
as a sure and a computable value. 
Now the trade that is sought by news- 
paper publishers lies in the great and 
profitable foreign advertising field ; 


that paper, therefore, that is read by 
possible advertisers is the paper in 
which newspaper publishers not only 
should, but must, place their claims to 
patronage before the public they seek 


to reach. Advertising is becoming 
more and more classified and specialized 
and it must be placed in those papers 
likely to reach the patronage aimed at. 
This is no less emphatically true of 
newspaper advertising than of any 
other ; on the contrary, it is more true 
of newspaper advertising than of any 
other. The first-class daily, of large 
circulation, may reasonably claim to 
reach all classes of- patrons, but the 
foreign advertisers, before whom the 
alert publisher would place his wares 

a valuable medium of communica- 
ti m with all these classes, can be 
reached only through the trade journal 
in whose columns the foreign adver- 
tiser seeks the information he in turn 
demands, as to where he shall invest 
his money. The foreign advertiser 
has the money the newspaper publisher 
seeks, and the newspaper publisher has 
the space the foreign advertiser seeks. 
The prospective buyer and the pro- 
spective seller can become mutually 


and advantageously acquainted only 
through the advertisement of the pub- 
lisher in the trade journal, and the 
best results, it is unnecessary to add, 
can be secured only in a trade journal 
of wide circulation, established repu- 
tation and conceded influence. That 
is equivalent to saying what it is hardly 
necessary to say to the alert news- 
paper publishers: Advertise in PRINT- 
ERS’ INK. 

Every printer and publisher should 
subscribe for PRINTERS’ INK, ‘‘ The 
Little Schoolmaster in the Art of Ad- 
vertising.’’ They should read it for 
their own information and edification. 
They should subscribe for it for the 
information and instruction of their 
advertising patrons. Many of them 
are so doing with most gratifying re- 
sults. The more generally PRINTERS’ 
INK is disseminated, the more general 
becomes the interest in advertising, 
and the belief in scientific advertising 
as a necessity of modern business. 
The modern doctor does not neglect 
to supply himself with the latest intel- 
ligence and discoveries of his profes- 
sion; the theologian earnestly studies 
the latest literature of theology. The - 
modern publisher finds in PRINTERS’ 
INK lectures and sermons which enable 
him to become more proficient in the 
art and more in touch with the spirit of 
the age as to scientific advertising. 
The publisher’s office that is supplied 
with a well-thumbed file of PRINTERS’ 
INK is equipped with the latest infor- 
mation on advertising ideas, ably ed- 
ited, skillfully arranged and all in a 
form convenient for the busy man’s use. 
Year by year the modern world increas- 
ingly advances in scientific knowledge, 
and increasingly does it demand of 
the publisher and of the advertiser 
that he shall understand the business 
he professes to understand. How 
shall he escape humiliating failure if 
he neglects the weekly lessons taught 
by PRINTERS’ INK? A. E. Hoyt, 

Editor Daily Sun. 

Lockport, N. Y., Mar. 7, 1895. 
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$500,000 IN ADVERTISING A 
NEWSPAPER. 


HOW HALF A MILLION HAS BEEN SPENT 
SUCCESSFULLY BY THE PHILADELPHIA 
‘“1TEM”’ IN OUT-OF-DOOR NEWSPAPER 
AND DELIVERY WAGON ADVERTISING— 
$500,000 ANNUALLY IN NOVELTIES — 
SOME VERY VALUABLE FACTS AND FIG- 
URES FOR OTHER NEWSPAPER PUBLISHERS 


The Philadelphia /tem is a conspicu- 
ous success. Its publisher, manager 
and editor, Mr. Harrington Fitzgerald, 


his office and I found him taking his 
hour’s recreation with the cue in his 
private billiard-room on the top floor 
of one of his /éem buildings. 

He was glad to see a man from 
PRINTERS’ INK, and to tell him for its 
readers how to advertise a newspaper 
and explain why newspaper men should 
read PkINTERS’ INK. 

The answers given to the questions 
put to him demonstrate that Mr. Fitz- 
gerald is an enthusiast on the subjec: 
of the /#em and PriInTEks’ INK, but 
the mutual admiration demonstrated in 

the interview 








HARRINGTON FITZGERALD, 


has filled every place on his paper from 
reporter, foreman, advertising solicitor, 
to the present position in which he 
runs all ends, the business and the ad- 
vertising —the news-gathering, illus- 


trating and editing. He superintends 
‘«the whole machine,’’ as he expresses 
it, and finds that the best way to make 
money running a newspaper. 

It was noon when I called on himat 


+ on our list.” 


will be found 
more than offset 
by the cold facts 
and figures that 
will interest ev- 
ery newspaper 
publisher. 

QUESTIONS. 


To Mr. Harring- 
ton Fitzgerald, 
managing edi- 
tor of the Item, 

@_ reporter 
rom PRINTERS’ 

Ink, with his 

replies: 

1.—Wh 
read 

InK? 
Because we nev- 

er get done learn- 
| ing, and there is 

ways something 
new, interesting 
and valuable in 
every issue of 

PrinTErs’ INK. 
2.—Why do you 

believe other news- 

paper men should 
read it? 

For the same 
reasoh ; otherwise 
they will fail to 
“* keep up with the 
procession.”’ 

Of what 
HW value is it » news- 
paper men 
te brings tothem 
the brains of the 
country in a con- 
densed and use- 
ful form. 
4.—Why do you 
advertise in Print- 
ERs’ Ink ? Because 
it pays. For reach- 
ing the men who write and place adver- 
tisements it cannot be beaten. 

5.—What has been your experience with 
Printers’ INK? 

Our special agent, Mr. S. C. Beckwith, says 
it is the best “‘ advance card”’ that he knows 
of. hen he visits a new firm they always 
remark: “Oh! yes; you’re Beckwith, of the 
Philadelphia /tem ; we read all about you in 
Printers’ Ink. Guess we’ll have to put you 
And they do! 


6.—Do you believe the general advertiser 


do you 
RINTERS’ 
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is influenced by what he sees in the adver- 
ng columns of Printers’ Ink? 

Yes; if the paper has a good circulation and 

rit, and the case is plainly stated. 

7.—Do you believe local advertisers in 

> iladelphia do and should read Printers’ 

‘* oni ten ~~ ad in its columns has any 

ffect on them 

Certainly! The majority of them read 

-<INTERS’ INK religiously, and get some 
\ighty good points for their advertisements 
iereby. Our cards in Printers’ Ink, of 
course, Cannot fail to attract their attention, 
1d we certainly ought to get enough “ extra’ 
iness thereby to pay our way. We are 
ident that we do. 
—What has been your experience in ad- 
tising*the /#em in other newspapers; in 
lications of general circulation ; in out-of- 
display ; in street cars; by circular, and 
rrespondence to and with advertisers ? 

We take whole sides of houses along rail- 
roads and in different parts of Philadelphia, 
and spend twenty thousand dollars in leasin 
and painting them every year. We spen 
about five thousand dollars every year in ad- 
vertising special attractions in our paper. 
We spend about five thousand dollars more, 
every year, in giving away novelties to our 
customeis. We don’t believe in street car 
advertising, as it is too slow for this progress- 
ive age. It costs us fifty thousand dollars 
a year to run our wholesale delivery wagons, 
but they go over separate.routes twice every 
day, and thoroughly advertise the /tem. 

—What system do you regard as best to 
increase the circulation of a newspaper ? : 

Giving the people more than the worth of 
their money. Then they will come back. It 
is important, too, to have all matters, techni- 
cal or otherwise, written by men ‘* who know”’ 
—who are a = their particular 
branch. This is especially true of sporting 
matters and finance. And don’t lie about 

old and silver and politics. The public 
. w a great deal more about such matters 


than the — editor gives them credit for. 


1o.—Relate ail you care to of your experi- 

in building up the /tem through adver- 

The /tem has spent at least five hundred 
thousand dollars in all methods of advertis- 
ing since it commenced to “push,” fifteen 
years ago. And it does not regret one cent 
of the expenditure. . 

11.—Say whatever you care to about the 
treatment newspapers should give advertis- 
ers; suggest ideas regarding preparation of 
copy, setting of ads, etc. 

Treat your advertisers better than you con- 
tract todo. Be liberal. Make it pay them, 
and they will come again, and cheerfully 
pay an advanced price. We advance prices 
every year and rarely lose an advertiser. 
The cost to them is nothing, if they can get 
results. We advise the use of cuts whenever 
the subject warrants it, and big type in con- 
trast with a medium body matter. — ; 

12.—Say a few words about Philadelphia 
advertisers and advertising. ’ 

The big houses in Philadelphia all adver- 
tise liberally in the /tem. They insist that 
it pays them, and prove it by coming in, year 
after year, at our advanced rates. _We are 
confident that there is more advertising done 
in Philadelphia than any city in the world. 
The difference between New York and Phil- 
adelphia is that our great houses advertise 
every day in big style, while in New York 
they only spread themselves on Sunday. 
Our rates, too, are nearly, if not quite as 
high as yours. 


13.—What sort of advertising pays best ? 
hree-column displays, with cuts; about 
800 lines in all. We think the best results 
can be §t with this amount of space. 
14.—What are your ideas on position ? 

The best is the cheapest. tween read- 
ing, top or bottom, varying the position every 
other time, to avoid monotony. You must 
not tire a reader by being too obtrusive. He 
will get angry and stubborn. You would 
yourself. 

15.—What is a fair rate per thousand ? 

his is entirely a question of results. A 
dollar a line is not too high for certain adver- 
tisers in certain papers. We consider the 
Item space cheap at that rate to certain ad- 
vertisers; but we don’t charge it. They 
could afford to pay it to us, leave some other 
papers out, and get quicker and better re- 
turns. But they have not got the faith and 
courage to try it. Cheap newspapers and 
cheap rates annvally absorb millions of ad- 
vertising money, and fill the graveyards with 
those whe ought to have known better. 

16.—What is the value of “ want”’ ads? 

The /tem averages ten columns of “‘wants”’ 
war oe the year round, and double that 
number on Sunday. Our rates are about the 
same as the New York World and Herald. 
It is the best test of a paper’s circulation and 
popularity if they are unsolicited, as ours are. 

v— What do you think of advertising 
yourself in your own columns? 

We always do so when we have a specialty. 
We advertise the daily in the Sunday, and 
an in the daily, and the weekly in 

oth. 

18.—What do you think of the general ad- 
vertising agent? 

He is a necessity. 

19.—What do you think of the special ad- 
vertising agent ? 

No paper of circulation and influence can 
afford to be without one. 

20.—Do you allow agents commissions on 
local business ? 

Very seldom. We think the paper ought 
to have enough influence to command the 
business. 

21.—Do you ever use circulars, folders or 
any other forms of matter through the mails 
in your advertising? 

Yes; and they are very useful for certain 
purposes. But we prefer newspaper adver- 
tising to every other kind, and our contempo- 
raries get a liberal share of our profits. 

22.— Have you found that advertising pays 
in dull times ? 

Of course; our business increased over 
$30,000 last year, and we attribute it to lib- 
eral a We practice what we preach. 

23.—I note that you are not printing the ad- 
vertising of John Wanamaker, though you 
were printing it a year ago. 

That is because we advanced the rates on 
Mr. Wanamaker to those of our other large 
advertisers, but he knows the great value of 
the Jtem and will shortly come in on our 
terms. He stayed out two years once before, 
but finally saw that it was a mistake against 
himself, and manfully acknowledged it by 
doing more than ever with us. 


THERE are men in plenty who do not know 
how to advertise to the best advantage, who 
get as little out of their advertising as it is 
possible to get, and who have no real ade- 

uate conception of what advertising is. 

here are probably more of this kind of 
men—or is it because we see more of them— 
in the insurance business than elsewhere. 
Weekly Underwriter. 
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MR. GILLAM IN GOTHAM. 


WANAMAKER’S ADVERTISING MANAGER 
ACCEPTS $10,000 A. YEAR FROM 
HILTON, HUGHES & CO., OF NEW 
YORK—A SHREWD MOVE— MR. 
WANAMAKER HAS SELECTED A 
SUCCESSOR AND WILL MAKE 
SWEEPING CHANGES. 


Philadelphia, March 20. 

Mr. W. W. Gillam, for several 
years advertising manager for John 
Wanamaker, has accepted the adver- 
tising management of Hilton, Hughes 
& Co., the successors to A. T. Stewart, 
the merchant prince. Here is the story 
of the change, as told by one of Mr. 
Wanamaker’s associates : 

Hilton, Hughes & Co. wrote Mr. 
Wanamaker that they had gone out 
of the wholesale business and, intend- 
ing to concentrate their attention on 
their retail department, requested per- 
mission for a representative of theirs 
to go through the Wanamaker estab- 
lishment and secure pointers on how 
to run a similarly successful store. 
Mr. Wanamaker gave his permission, 
whereupon one of those highest in 
authority at Hilton, Hughes & Co.’s 
went over to Philadelphia and took an 
object lesson in the retail dry goods 
business and incidentally took Mr. 
Giliam, Mr. Wanamaker’s advertising 
manager, and five or six heads of de- 
partments—Mr. Wanamaker’s most 
valuable men—back to Gotham with 
him to fill similar ‘positions with Hil- 
ton, Hughes & Co., at a considerable 
advance in salary and five years’ con- 
tracts. Mr. Gillam is to receive $10,- 
ooo a year instead of the $7,000 Mr. 
Wanamaker paid him, and the other 
ex-Wanamaker gentlemen correspond- 
ing advances on former figures. 

MR. WANAMAKER TALKS TO A “‘PRINT- 
ERS’ INK’’ kKEPORTER. 


This was all that could be learned 
from that source, except that Mr. Gil- 
lam’s assistant was temporarily in 
charge of the advertising, and so a 
PrINTERS’ INK representative, who 
happened to be in Philadelphia last 
week, made his way through the bar- 
gain counter crowds to Mr. Wana- 
maker’s private office. 

Mr. Wanamaker seemed surprised 
when the PrinTERS’ INK man intro- 
duced himself, and said: ‘‘I thought 
PrinTERS’ INK didn’t think much of 
us over here?” 

‘*Post-office matters mak> no differ- 


ence in its interest in advertising mat- 
ters, Mr. Wanamaker,’’ was the reply, 
‘‘and Printers’ INK feels that the 
advertising public are interested in 
the important changes in your adver- 
tising department. Have you filled 
Mr. Gillam’s place?’’ 
MR. GILLAM’S PLACE FILLED. 

“It was filled the very next day,’ 
replied Mr. Wanamaker. ‘‘But the 
gentleman is now employed by another 
concern and will not take charge unti! 
next week, so I do not feel that I can 
give you his name at present.’’ 

‘* Have you any changes in view in 
the manner of conducting your adver- 
tising department ?’’ 

SWEEPING CHANGES TO BE MADE. 

‘We shall make some sweepiny 
changes. I cannot tell you what they 
are now, but if you will come in next 
week I will introduce you to our new 
advertising manager and you can inter- 
view him all you wish.” 

HILTON, HUGHES & CO.’S ADS. 

The advertising of Hilton, Hughes 
& Co. has been in the experimental 
stage for upwards of two years, pre- 
vious to which time they advertised 
little. Their ads have been criticised 
severely by other New York houses 
who have watched their experiment 
with interest, and characterized almost 
universally by such gentlemen as Mr. 
Montgomery, the marager of John 
Daniell & Sons, and by Mr. Campell, 
the manager of B. Altman & Co., as 
altogether too cheap for the grand old 
house founded by A. T. Stewart, an 
establishment covering one entire 
block and part of the block adjoining 
—a store of incomparable grandeur 
and beauty and filled with the most 
attractive and elaborate array of all 
those things that are dear to the heart 
of woman. 

IN HILTON, HUGHES & CO.’s. 

One day about a year ago, I went 
through this grand store, admiring its 
splendid goods and marveling at the 
inadequate advertising on which their 
sale depends—marveling at the rich 
gowns that filled the grand rotunda 
beneath the great dome, and the ele- 
gant Empire and Colonial cabinets all 
inlaid and carved and full of secret 
drawers—prize winners at the World's 
Fair and marked to sell at fsom three 
hundred to five hundred dollars—and 
marveled at the acres of such furniture 
as this which never received a word in 
the ads, all of which were dedicated to 
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bargains calculated to attract a class of 
people who could not buy Louis Sieze 
cabinets and Parisians gowns if they 
inted to. 
[ marveled also at the dearth of 
yers at any price and I interviewed 
'r. Monahan, the manager, asking 
n why his house spent so much 
1oney in such poor advertising. He 
invited me into his private office and 
-ed me for my views. I told him 
t his goods were a thousand times 
etter than the ads, that the Paine 
Furniture Company, of Boston, were 
iberal education in the advertising 
f such furniture as he sold, and that 
re were corresponding opportuni- 
for improvement in the advertising 
f his other departments. 
THE WANAMAKER STYLE. 
‘What do you think of the Wana- 
aker style of advertising?’ he asked. 
This indicated the way his mind 
‘as running and it was no surprise to 
rn lately of the conquest of Mr. 
rillam, who knows how better to 


yoice public opinion almost universal— 
tell the story of a store and its 
oods — than any other writer in his 
e, concentrating a natural genius, 
iined by years of journalism on the 
soston Past and Philadelphia Record, 


nd in the service of Mr. Wanamaker, 
n giving the dry goods buying public 
risp, comprehensive story every day 
what Wanamaker has for sale, what 

»w goods, new styles, and what bar- 
gains; illustrations scattered through 
the pica setting to heighten the light 
and attractive effect of the open leading 
and the frequent paragraphs—a style 
that has been cited and copied all over 
America except in New York and 
Boston as the fin de siecle of dry goods 
advertising. 

WILL IT GO IN GOTHAM ? 

New York merchants declare it 
won’t go in Gotham, that New York 
people want ‘‘ plain facts and figures; 
won't stop to read anything else,’’ and 
some say they have tried it and dis- 
carded it as flat, stale and unprofitable, 
and so say they in Boston; yet the 
tendency in both cities has been during 
the past year toward modifications, in 
that all more and more like the Wana- 
maker style. And now it remains to 
be seen whether Mr. Gillam will Gil- 
lamize Gotham or Gotham will Goth- 
amize Gillam. 

\nd those sweeping changes Mr. 
Wanamaker has mentioned will make 


interesting reading for the progressive 
advertisers who peruse the columns of 
PRINTERS’ INK; so next week I shall 
try to tell whether Mr. Wanamaker 
discards or retains the Gillam style, 
and why; who his new advertising 
manager is, and incidentally what Mr. 
Gillam is doing in New York. 
ADDISON ARCHER. 


eis Le 
DR. TALMAGE’S SIN. 


In the American Messenger for 
April, a respectable monthly published 
by the American Tract Society of 
New York, there appears on the last 
page an advertisement of Dr. Tal- 
mage’s newspaper, the Christian Her- 
ald, and his great book, ‘‘ The Path- 
way of Life,’’ which is never sold at 
less than $3.75. This advertisement 
occupies the full page, and is remarka- 
ble because for the sum of one dollar it 
offers to sell the Christian Herald and 
to send it by mail, postage paid, for 
the period of six months, ‘‘and give 
you FREE ‘The Pathway of Life,’ 
which is never sold at less than $3.75.’ 
When a PRINTERS’ INK representative 
directed the attention of a representa- 
tive of the American Tract Society to 
the fact that this advertisement of Dr. 
Talmage’s was a violation of the pos- 
tal laws, and that it was a sin to give 
with a one-dollar subscription a pre- 
mium asserted to be worth more than a 
dollar, the Tract Society man laughed 
and said: ‘‘I guess if the Depart- 
ment attempted to apply the law to 
other papers as they do to PRINTERS’ 
INK, it would not be possible for any 
newspaper to use the mails.” 

The PRINTERS’ INK man then pro- 
ceeded to call on Assistant Postmaster 
Gayler, and showing him the Christian 
Herald’ s offer, appealed for an expres- 
sion of opinion in regard to its legality. 
Mr. Gayler, taking down a big volume, 
said: “‘I will let you see what the 
law bearing on the subject says.” If 
the Christian Herald people should 
read the paragraph Mr. Gayler pointed 
out, it would constrain them to believe 
that the transmission of their journal 
through the mails at pound rates would 
not continue long if the law as it stands 
should be applied by the P. O. D. 
One man, after reading this story, was 
heard to say: ‘‘It must be Dr. Tal- 
mage’s influence with the Department 
at Washington.” 

+-+ 
DisceRNINnG people patronize 
The business men who advertise, 








PRINTERS’ INK. 


REFERRING to a case which is very 
similar to that of Mr. William John- 
ston, the Third Assistant Postmaster- 
General, in a letter published else- 
where in this issue of PRINTERS’ INK, 
says: ‘‘The Department has never 
taken any action in the matter, but 
steadfastly declined to express to the 
publishers any opinion on it, one way 
or the other.’’ Inasmuchas the Third 
Assistant Postmaster-General is the 
officer whose province it is to decide 
such matters, it is not to be supposed 
that he would decline to express an 
opinion if he had any opinion to ex- 
press: and inasmuch as he declines to 
express an opinion AGAINST the in- 
sertion of an advertisement similar to 
that of Mr. Johnston, it cannot be sup- 
posed that he will exclude PRINTERS’ 
InK from the privilege of passing in 
the mails as second-class matter for 
publishing Mr. Johnston’s ads, so long 
as he remains ‘‘steadfast’’ in his de- 
_cision to ‘‘decline to express any 
opinion.”” This being the czse, the 
INK advertisements of Mr. Johnston 
will be resumed in PRINTERS’ INK and 
continued until such time asthe Assist- 
ant Postmaster-General shall form and 
express the opinion that they are 

‘pizen.” When that time arrives, if 
it ever does, the Johnston advertise- 
ments will be thenceforth omitted. 


Every man in the business depart- 
ment of a newspaper should be a 
regular reader of PRINTERS’ INK, ‘‘a 
journal for advertisers.’’ Because it is 
‘* for advertisers,’’ rather than for pub- 
lishers, makes it of the greater value to 
the newspaper man, for it enables him 
to ‘‘put himself in the other fellow’s 
place’’; he learns what progressive 
advertisers are learning from the recog- 
nized authority on advertising, and un- 
derstanding advertising from his cus- 
tomer’s point of view, he is the better 
able to anticipate and meet his cus- 
tomer’s demands. Journals for news- 
paper men have a tendency to become 
narrow and warped ; they get in a rut 
and can see things but one way. 
PRINTERS’ INK gives the newspaper 
man a chance to see the other side. 


PRINTERS’ INK is a valued visitor at 
most printing offices which are intel- 
ligently and profitably managed. The 
oldest and best printers speak familiarly 
of its articles and the larger city papers 
and magazines bear on every page the 
marks of its teachings. 


Hon. KERR CRAIGE, of North Caro- 
lina, Third Assistant Postmaster-Gen- 
eral, promised Mr. Geo. P. Rowell, 
cubitdns of PRINTERS’ INK, in the 
presence of Mr. Frank B. Noyes, 
treasurer of the Evening Siar News- 
paper Company of Washington, that 
the right of PRINTERS’ INK to be car- 
ried in the mails as second-class matter 
should not be interfered with without 
notice of the alleged fault being sent 
in advance to Mr. Rowell and time 
allowed to remove the fault or show 
that it did not exist. Yet, in the face 
of this promise, Mr. Craige excluded 
the issue of PRINTERS’ INK for No- 
vember 28th on a mere pretense, then 
issued a special order to fit the case, 
as no existing law or order did fit it, 
then sent a telegram to postmasters in 
the great cities suspending the applica- 
tion of that order so far as it would 
apply to any other publication than the 
November 28th issue of PRINTERS’ INK. 
The suspended order has never been 
revived, and is violated by the Guide 
adopted by the Post-Office Department 
as official, although issued as the 
private enterprise of a Philadelphia 
printer. 


THE law with regard to second-class 
matter is being construed by the Post- 
Office Department not in a liberal but 
in a narrow way. The Department 
is on record as desiring to contract the 
present legal rights of publishers by 
the repeal of certain laws now existing 
in their favor, and it has repeatedly 
made decisions which are, to my mind, 
in contravention of existing law.— 
Lemuel E. Quigg, M.C., and Editor of 
New York Press. 


It has been demonstrated that it is 
futile for a citizen to apply to the Post- 
Office Department for such informa- 
tion as will enable him to conduct his 
business operations in conformity to 
the law, the practice in such cases 
being to decline conveying any informa- 
tion.—Zx-Congressman Amos J. Cum- 
mings, and the first Editor of the New 
York Evening Sun. 


THE practice of the Post-Office De- 
partment is to take two publications 
and rule one out and the other in, and 
no man can tell why one was ruled out 
and the other ruled in.— Wiliam 4. 
Springer, of Illinois, in the House Com- 
mittee of the Whole, April 6, 1894. 
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Good 
Steady 
Customers 


Those are the results you want from your 


advertising. It is people of this 


sort who read 


The Sun 


 TALAbUAbALIALIAAIAAALALLAALADLAbi AMALIA LAALAALAA ALLAN 
read it regularly and read it thor- 
oughly. You can keep in touch 
with them only by advertising in 
THE SUN’S columns. Tell them of 
what you have to sell—they know a 


good thing when they see it. 


the Sun.. 


-New York. 
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St. Louis 
Chronicle 








Guarantees to Advertisers. 


FIRST—A daily circulation exceeding 
100,000, 


SECOND—The largest daily circulation in 
the United States west of the Mississippi 
River. 

THIRD—Circulation in the One Thousand 
cities and towns surrounding St. Louis sev- 
eral times larger than that of any other St. 
Louis daily newspaper. 

FOURTH —A larger paid circulation than the 
combined circulations of all other St. Louis 
afternoon papers. 


FIFTH—Twice the daily paid circulation of 
any other afternoon paper. 








AVERAGE CIRCULATION each day for 
FEBRUARY, 1895, 


103,705 Copies. 


E. T. PERRY, 
Manager Foreign Advertising Department. 


53 Tribune Building, 503-504 Boyce Building, 
New York. Chicago. 
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The 
Louisville 


, Courier-Journal... 
oF 


The commercial advertiser seeks first 
and last a business audience. He 
knows that if he addresses an intelli- 


an 
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gent audience he addresses a well-to- 
do audience. This is precisely what 
the Louisville Courier-Journal, both 
in its Daily, Sunday and Weekly 
editions, offers him. On April 29th 
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the weekly edition will be 200,000 
copies. No increase in advertising 


SLED? 


rates for this edition. Simply the 
usual 75 cents per agate line. 





+ 

Y -$00OOOCee:- ‘ 
% A. FRANK RICHARDSON, ‘ 
y Chamber of C ce, Tribune Building, 

N CHICAGO. NEW YORK. ‘ 
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The.... 
Suppressed 
.. Volume! 


Printers’ Ink for November 
28th, 1894. mm) 


THE 


YEAR BOOK 


. ISSUE.. 


Inasmuch as the Post-Office Department 
will not distribute the interdicted issue of 
Printers’ INK without [ee ay te of post- 
age, 10 cents acopy, on each separate book, 
and inasmuch as, on this account, we have 
a thousand copies on hand in excess 
of those intended for the ordinary demand, 
this isto make known to interested parties, 
ovary where, that we will receive orders for 
this book for 10 cents each or $1U a hundred. 
until the edition is exhausted, and will pre- 
pay the postage or freight in every case. 

Address, with CASH, 


PRINTERS’ INK, 
10 SPRUCE STREET, NEW YORK. 
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To Newspaper Publishers 


eee. 
If you want any of these Coupons you may pay for 


them in advertising space in your own paper. 
PAAALAAAALALALAAAALALALALAAA AALRAAALAARARABDS 


Being payable to bearer, no duplicate of this Coupon can 
be obtained, in case of loss. 
Good to Bearer 


ror | WO Dollars. 


q 
7 
| 
Payable, if presented before January Ist, 1896, by a 
year’s subscription to 
© 
< 
a 
‘ 
i 


PRINTERS’ INK, 


A Journal for Advertisers. 
To be sent to the name and address written on the 
* back of this due bill, 
Void if not presented at the office of PRINTERS’ INK, 
No. 10 Spruce St., New York, within the time specified. 
ALAA RRR RRR RRRRARAARAAARAAAAAAAAAAAARA AL 2 
p= — 
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U Bein, li- 

~ e payable to bearer, no dupli 

& SAMPLE cate of this Coupon can be ob- 
tained in case of loss, 


Good to Bearer 
FOR Five Dollars. 


If presented before December 31st, 1895, payable by a copy of 


“The American Newspaper Directory,” 


EDITION FOR 1895. 


To be sent by express on the first day of May, 1895, to the name 
and address written on the back of this due-bill, or delivered 
to bearer on presentation of this due-bill at the Directory 
Office at any time after May tst, and before 
December 31st, 1895. 





Void if as 3 presented at the office, No, 10 Spruce Street, 
New York, within the time specified. 











If you wish to obtain a certain number of these coupons for 
clubbing Printers’ Ink with your own paper or for sale or pres- 
entation to your advertising patrons, or for any other purpose, 
you are invited to address the publishers, 


Geo. P. Rowell & Co., 10 Spruce St., New York. 
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THE FIRST CHOICE OF THE FIRST WEEK. 





The following announcement appeared in the issue of 
PRINTERS’ INK for March 2oth: 

“An advertisement calculated to make people subscribe 
for PRINTERS’ INK is wanted. It should be set in single 
column, in space of four inches. The best advertisement 
submitted each week 
foramonth, commenc- 
ing with the issue of 


April 3d, will be dis- 
played in How Much these pages 


and May {st Do You Know $10 will be 


paid to the constructor 


of the ad- About vertisement 


chosen, iataas ? which shall 
also be re- Advertising e produced, 
together with the 
names and If you could get a bright little maga- | @ ddresses 
of the con- | zire every week in the year, brimful | Structors of 
all the ads | of helpful suggestions and experiences shown.” 

In re- from business men who have learned | SpOnse to 
this an- | how to advertise successfully, and | Nouncement 
a considera- | bristling with ideas of celebrated spe- | ble number 
of adver- | cialists on advertising, would youmind | tise ments 
have been | paying $2 year for it? su bmitted. 

Amon g “ Printers’ Ink,” a journal for adver- | them all the 
one here tisers, fills the bill. Write for sample | reproduced 
wasthought | copy to 10 Spruce St., New York. to be the 
best. It was written by 
Mr. W. F. Written by W. F. Brand, Liverpool, N. Y. Bran d, of 
Liverpool, N. Y. Any publisher of a newspaper who is 
not at present on the subscription or exchange list of 
PRINTERS’ INK may become entitled to a paid subscription 
for one year by inserting the substance of the advertise- 
ment here shown, adding a word of introduction or ex- 
planation, and cutting out the item and sending it by 
mail, under letter postage, addressed to PRINTERS’ INK, 
No. 10 Spruce Street, New York. 
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Sample Copy Editions. 


FOR DRUGGISTS, April 17th. 
FOR DRUGGISTS, April 24th. 
HARDWARE MEFRS., May ist. 
FOR BREWERS, May 8th. 
FOR MFG, JEWELERS, May 15th. 





A series of five issues of our paper, intended to induce the 
above-named classes to become subscribers to PrinTERs’ INK, 
will be published as stated above, and articles calculated to 
interest or instruct these classes are especially desired for use 


in these editions as follows: 


_ For APRIL 17TH & 24TH. 
How Druggists should advertise. 
Why Druggists should subscribe for PRINTERS’ INK. 
For May Ist. 
How Manufacturers of Hardware should advertise. 
Why Manufacturers of Hardware should subscribe for PRINTERS’ INK. 


For MAy 8TH. 

How a Brewer should advertise. 

Why a Brewer should subscribe for PRINTERS’ INK. 
For MAY I5TH. 


How a Manufacturing Jeweler should advertise. 
Why a Manufacturing Jeweler should subscribe for PRINTERS’ INK 


Articles received will be accepted and paid for or returned 
before the date of issue. 
Address all communications to 
PRINTERS’ INK, 
10 SPRUCE ST., NEw YORK. 


Advertisements for PRINTERS’ INK are solicited. 

Advertisements of things useful to advertisers are earnestly solicited. 

Classified advertisements, no display, 25 cents a line of six words. 

Displayed advertisements, 50 cents a line, $7.50 an inch ; $100 a page ; 
$50 for half a page ; $25 for a quarter page. Copy must be received one 
week in advance. Send all orders to 


PRINTERS’ INK, 
10 Spruce St., New York, 





PRINTERS’ INK. 





AGE, RESPECTABILITY, 
INFLUENCE ana FOLLOWING. 





A STORY OF STEADY PROGRESS 


St. Louis... 
Post-Dispatch | 


DAILY, EVENING and 
SUNDAY MORNING. . 


REACH FOR 2k THE 
S.C. BECKWITH 


ITON Bese RISING TIDE { 


AVERAGE NET CIRCULATION 
(less all deductions) for 
each day of Feb’y, 1895, 


13,332 Copies. 
SUNDAY POST-DISPATCH 


(Less All Deductions) 
For Each Issue of February, 1895, 


72,181 Copies. 





S.C. BECKWITH, @Eip 
Sole Agent for Foreign Advertising, I 
H 
TRIBUNE B’LDING, ‘‘ THE ROOKERY,” Pom. | 
NEW YORK. CHICAGO. 4) 











PRINTERS’ INK. 








GEORGE P. ROWELL. 


THIRTY YEARS. 


The Advertising Agency of Geo. P. 
Roweli & Co. was established in Boston 
thirty years ago this very week. The 
firm, at that time, consisted of George 


P. Rowell and Horace Dodd. Two 
years later Mr. Rowell removed to 
New York, and in that year, 1867, Mr. 
Charles N. Kent became a member of 


the firm. Mr. Dodd remained in Bos- 
ton, where he has ever since conducted 
a conservative and most excellent ad- 
vertising agency. In the year 1878 
Mr. Oscar G. Moses became a member 
of the firm of George P. Rowell & Co., 
and it consisted of these three until 
Messrs. Kent and Moses disposed of 
their interests to Mr. Rowell in May, 
1891. In April, 1892, Mr. Rowell 
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transferred the advertising agency to a 
corporation, retaining but a small per- 
sonal interest. Since that time the 
affairs of the Agency have been man- 
aged by Ellis F. Draper, Fred. C. 
Ringer and B. F. Newton; who had 
been cqnnected with it for periods of 
seventeen, ten and twenty-seven years 
respectively. 

Mr. Rowell’s name appears as presi- 
dent of the Geo. P. Rowell Advertis- 
ing Co. and Mr. Kent’s as vice-presi- 
dent, but neither one devotes any 
special attention to its business beyond 
a general oversight. Mr. Rowell con- 
tinues to publish The American News- 
paper Directory, which was established 
by his firm in 1869. Mr. Kent is the 
editor of the Directory, and it is issped 
under his careful personal supervision. 

The Directory continues to bear the 
name of George P. Rowell & Co. as 
publishers, and the weekly newspaper, 
PRINTERS’ INK, is also controlled and 
issued by the old firm. The managers 
of the Advertising Agency have no 
ownership or interest in these publica- 
tions. Mr. Oscar G. Moses, who was 
in the proprietary medicine business 
before his connection with the Adver- 
tising Agency, is now president of The 


Ripans Chemical Company. 


ADS IN ADVANCE. 


MANY MERCHANTS FIND IT ADVISABLE 
TO HAVE THEIR ADS READY 
MONTHS IN ADVANCE. SOME IN- 
STANCES AND SOME REASONS. 


Many New York advertisers—and 
many advertisers elsewhere, for that 
matter—in all lines except day to day 
bargain advertising—have a wise cus- 
tom of mapping out their advertising 
campaigns in advance, and getting 
their copy ready for all their ads from 
six weeks to six months before they are 
published. 

For instance, J. H. Little, of East 
Fourteenth street, whose furniture on 
the instalment plan ads were consid- 
ered as good as any in New York last 
spring, had them all ready and the 
cuts made by the first of March, though 
they began to run about the middle of 
March, and continued till early summer. 
They filled about sixty lines, three 
times a week, in the World, Press and 
Sun—and ‘were perfectly plain in ty- 
pography, except fora catchy heading— 
much like the Paine Furniture Com- 
pany ads (of Boston), in that they con- 
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sisted of a cut, and a story about it, 
beginning with generalities and ending 
with special prices. His method in 
preparing them was to consult as good 
an ad. expert as he could find, and, with 
his assistance, secure the best general 
style that could be used in the space 
mentioned, put his ideas with those of 
the ad man, and out of the two evolve 
a series of sixty ads as strong as they 
could be in artistic, typographic and 
furniture selling force. His cuts were 
all illustrative of the text, which was 
always furniture talk from beginning 
to end, the kind that makes people 
wart to go housekeeping if they are 
boarding, and buy their furniture of 
Little and that makes people who are 
housekeeping want more furniture— 
more of Little’s furniture—reminds 
them of many a little article or big 
article for that matter that they want 
to add to their furnishings when their 
attention is called to it. The success 
of his ads was due to the care that 
comes from beginning early enough to 
do the thinking and rethinking, devis- 
ing and revising that make perfec- 
tion. 

Marks Arnheim, the wealthy mer- 
chant tailor whose success was builded 
on advertising, told a PRINTERS’ INK 
reporter on February 21st that, though 
he would not begin his advertising 
until March roth, he had a dozen new 
ads all ready and the cuts made. 

Like Mr. Little, he sits up nights to 
think of new ideas for his ads, and 
invites the best brain work other men 
may have, to expend itself in the same 
direction. 

Mr. Colfax, the manager of the suc- 
cessful Broadway clothing houses of 
Hackett, Carhart & Co., always has 
his advertisements ready several weeks 
ahead, and never trusts to the inspira- 
tion of the moment for a suit-selling 
idea. 

George C. Flint & Co. and Cowper- 
thwait & Co., the furniture people of 
New York, always have their ads ready 
a month or two ahead, and use the 
brains of advertising experts to supple- 
ment their own not meager supply. 
Four months before Mr. Cowperthwait 
opened his new establishment in Four- 
teenth street, New York, he had a 
series of fifty furniture ads ready 
written. Of these he revised fully 
twenty-five before he was satisfied, 
though at first they had seemed perfect, 
which illustrates how many improve- 
ments a really excellent ad may be 





PRINTERS’ INK. 


capable of if it be considered and re- 
considered before publication. 

But the list of successful advertisers 
who prepare their ads farin advance of 
publication could be prolonged indef- 
initely, and all would tend to prove 
that this is the best way, if not the 
only way to present the merits of your 
goods, prices and way of doing busi- 
ness as well as they ought to be pre- 
sented. 

In fact, every ad, however small, 
needs the perfecting and polishing 
that can come only with time to make 
the changes sober second thought may 
suggest. ADDISON ARCHER. 


SOME CHEERFUL ADVERTISE- 
MENTS 


Among a myriad of trade journals 
few are so uniformly cheerful as those 
devoted to the undertaking trade. 

There was an undertaking journal 
once called ‘‘ Zhe Shroud,’ but the 
name killed it. What undertakers 
like is a breezy paper like Zhe Sunny- 
side, that looks on the bright side of 
things, and hails as a sign of better 
times the end of the Brooklyn tie-up, 
because ‘‘not a corpse was furnished 
by the trolley during the strike.’’ 

Some of the advertisements in this 
paper are interesting—though startling 
—to the reader. 

For instance, one finds here the 
familiar lines, ‘‘A little higher in 
price, but ’ applied not to hams 
but to an embalming fluid, the ad 
being supplemented with a cut of a 
corpse that has been kept in a good 
state of preservation for three years by 
means of said fluid. 

Other announcements smack of the 
bargain counter. Here 1s one of them: 
‘‘Going out of Business: Great Bar- 
gains in Hearses.—This No. 46 Hearse 
is offered for $650 ; former price $900. 
All other designs in hearses offered at 
equally low figures. Send for cata- 
logue and prices.”’ 

‘‘Swap It Off! Get Rid Of It,” is 
the way another advertiser heads his 
announcement of new hearses for old. 

‘* A Well Draped Wife is the Pride 
of Many a Husband,”’ says still another 
advertiser. 

‘A Well Draped Casket, such as 
we turn out is the pride of the under- 
taker who orders from us.” 

‘Razors for Shaving the Dead No 
Longer Required,’’ is the announce- 
ment made by an Indiana firm who 
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manufacture the ‘‘ Royal Mort Sol- 
vent,’’ whatever that may be; possibly 
some rival of Williams’ Shaving Soap. 

‘“‘Up to date and thoroughly in 
touch with the times, and always 
pushing ahead,” is the modest self- 
estimate of a Philadelphia coffin maker. 
‘*As a result,’’ he adds, ‘‘orders are 
coming in for my high, low and 
medium grade caskets and coffins, in- 
finite in variety and design. Favor 
me with a call.”’ 

‘*Call,’’ by the by, has a particular 
significance among the undertaking 
fraternity, as will be seen in the follow- 
ing ad: 


POSITION WANTED. 
SOBER, INDUSTRIOUS young mar- 
ried man wishes a position as assistant 
or will take full charge of business. Am 
capable of doing anything in the business 
from the call tc the grave. A first-class em- 
balmer, either arterial or cavity work, trim- 
mer, etc. Salary very moderate. Can furnish 
best of references. Address 
J. W. AMBROSE 
Box 82, West Liberty, Ohio. 











THE ‘*GREAT SECRET.” 
There was a man, I knew him well, 
He owned a little store, 
And he would have to stock it up 
Three times a year or more. 


And when I'd take the paper up 
I would be sure to see 

His name and business well display’, 
As names and trade should be. 


He had to build a larger store, 
For wider grew his fame, 

Just like his trade, for unto him 
The buying public came. 


His rival said that trade was “ dull,” 
And looked in sore distress, 

And wondered if he let them know 
The “ secret of success.”’ 


He was the kindest hearted man 
We had in all the town, 

His genial face was like a sun, 
It never wore a frown. 


He met his rivals at the door 
And took them by the hand ; 

He showed them thro’ a crowded store ; 
They couldn’t understand. 


“We handle all the goods you do,” 
The startled spokesman said ; 

** But trade has drifted down to you, 
With us ’tis nearly dead.” 


‘*Impart the secret of your trade.” 
The merchant smiled: ‘I think 
The anchor of the business man 
Is labeled ‘ printers’ ink.’ ”’ 
* * * * * 
The genial merchant hath retired, 
The richest man, I think ; 
He doth ascribe his fortune to 
Trade’s anchor—printers’ ink. 
Oo  - 
THE more a newspaper’s circulation is ad- 
vertised the more advertisers feel inclined to 
give it a trial. 





20 PRINTERS’ INK. 


Butterine from the 
Editor’s Standpoint. —— 


@ 


HERE is something of special significance to the men who mold public opinion in the 
following item clipped from the New York World: 


MEADVILLE, Pa., Feb. 11.—At the twenty-first annual convention of the Pennsylvania 
State Dairymen’s Association, held here last week, premiums were offered on one and 
five-pound packages of dairy butter. Editor Palm, of the Meadville Messenger, who has 
been fighting the present oleomargarine Jaw, secured the entry, as butter, of a one anda 
five-pound package of Chi oleomargarine. The former took second premium, scoring 

points, and the latter third premium, scoring 94 points, one point higher than the best 
butter in the entire twenty-four entries. 

judges were Prof. H. J. Watres, Dairy Department of the State College; A. L. 

Wales, a prominent Erie County creamery man, and John C. McClintock, a dairyman of 

= County. In their report the F said they had exercised great care in in- 

ng the various samples, finding “all the samples ranking high, some of them being a 

in flavor.” Secretary Thomas J. Edge, of the State Board of Agriculture, tele- 
graphed this evening to know if the report was correct, and was given the above facts, 

retary St. John, of the Dairymen’s Association, talks of causing Mr. Palm’s arrest 

se A the deception, but as the association is not chartered, no action will probably be 


Here is an article so good that it takes two prizes in a State Dairymen’s Convention 
and yet so opposed that it is a crime in that State to keep, or own, or sell it. 

Oleomargarine is one of the few articles of food made under government inspection- 
The factories where it is made are open to all the world. Cleanliness is the most absolute 
requirement, The materials are every-day food products, eaten by all mankind. All scien- 
tists and physicians pronounce it a healthful and digestible article of food. The people 
pronounce it a dainty and economical] one, 

The opposition to Butterine is without a parallel in legislation. A purely competitive 
question has become, by strange manipulation, a State issue. Butterine is the competitor 
ef the man who deals in poor butter. The worked-over butter which he offers on the market 
stands no chance with good butterine, and it is well for the people that it doesn’t, This 
man’s influence with the farmer has led to legislation, born of such misrepresentation as 
no other article has suffered, 

Outside of trade issues, Butterine gives no more basis for opposition than does artificial 
ice. The question is one which affects, not the farmer, but a few petty tradesmen on one 
side, and the whole world of luxury-loving but economical people on the other. 

Butterine seeks no misrepresentation onits part. Every pound that is sold pays a revenue 
to the government, and every package is compelled by ample laws to bear the brand “ Oleo- 
margarine.” It seeks no deceit. All that is ever sought is that the people who like it be 
allowed to buy it for what itis. All the world is welcome to our factories, and all who will 
may come and see it made. If it is of benefit to mankind they will buy it. If it is not, there 
is no need of legislation to kill it. 

The editors of this country are generally fair-minded men. We ask to have this question 
treated fairly by them. If there is any reasonable objection from any one, to selling But- 
terine for what it is, let it stand in the light of inspection. We are willing to submit our 
cause to reason and totruth. We invite every editor who desires to be right on this im. 
portant matter, who ts willing to be fair and honest and who wishes to serve the interests 
of the manifold majority, to write us for the facts in regard to Butterine. We offer to give 
full information, describe our processes and name our materials for publication. We will 
gladly furnish guides to any man or woman who desires to visit our factories in Chicago or 
Kansas City. We will furnish a large number of opinions from eminent scientists who 
have tested Butterine. ‘All fair-ininded editors, in justice to their fairness, should ask for 
these facts. We, and the millions who are with us in this contention, have everything ta 
gain from truth. 

Please address, 


SWIFT & COMPANY, 
Chicago, Ill, 
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TWO PRINTERS. 


i've just found a printer who lives in our 
town— 
Nobody knows him ! 
In the street near his store just inquire up 
and down— 
Nobody knows him! 
He owns a good plant, but quite idle it lies, 
For nobody ever for printing applies, 
Ss the —s old fellow will not advertise 
y knows him! 


There’s ois smart printer who’s been 
here a week— 
Every one knows him! 
ind somehow the people his store seem to 
seek— 
Every one knows him! 
Cash customers daily are filling his place, 
And the cause of the crowds it is easy to 
trace— 
He’s a liberal user of newspaper space— 
every one knows ! 
sini titans 
Many country weeklies and dailies would 

: much improved in appearance and money- 
etting power by the services of an expert in 
idvertisement writing. Printers’ Ink ii 
such an expert and its services cost but $2 a 
year. ° 

——__+o+——_ 

Tue blotter and the calendar belong to the 
age of the Town Post. Going through our 
New England States one still sees the Town 
Post, upon which, in a ——* age, all 
legal notices were required to be posted. 
They - still used within two miles of Hart- 
ford. Indeed we could, with anything like 
accuracy of aim, throw a stone from the 
window of our Hartford office and hit a Town 
Post plastered with legal notices, in a town 
that has a newspaper more than a hundred 
years old. The calendar and blotter belong 
legitimately to the age when the art of print- 
ing began and before it became general.— 

Veekly Underwriter. 
ae os 

Mr. Acvon Burrows, managing director 
of the Western Publishing and Advertisin 
Company of Winnipeg, Manitoba, has close 
contract with the Canadian Pacific Railway 

Company, under which he will for a term of 
years control all the advertising privileges 
on the company’s whole system from St. 
John’s, N. B.,to Vancouver, B. C., including 
all lines operated by the company, which com- 
prise a mileage of over 7,000 miles embracing 
over 1,100 stations. The contract includes 
the exclusive right to display advertisements 
in the stations and ticket agencies, and on the 
telegraph — fences and premises of the 
company. r. Burrows has also all the privi- 
leges in al to the distribution of adver- 
tising matter on trains. 


Classified Advertisements. 


Adt arepemaestoanter. this head, twolines or more 
without display, 25 cents a Tine ‘ust be 
in one week in advance. 


WANTS. 
Goor HOUSEKEEPING. Ads. 


( 3 00D HOUSEKEEPING. Ads. 


| ANzED— 4. goed & eh a t pre, Sa 
V pony p ER, a hry au 
V 7 ANTED—The address of all coin dealers 

who issue catalogues. J.C. TOWNSEND, 
Minneapolis, Minn. 


INK. 2I 


A® constructor and editor wants woe York 
oe Ps experiqnced; references. Address 


“ap- 


pruxrens to bu: pay adve' novelty. 
Mone; melee ‘or hustiers. Send stamp for 
sample. B. UNGER, Middl Middletown, Indiana. 


ANTED— er for adverti di 
W ment of hig cA eae ine Chicago. 
References required. “J. W.,’ care Printers’ Ink. 


] ge ae wants a “Good at either job 

work or on newspaper. manager, 
hard worker. Low wages. “W. M.,” 1424 Michigan 
Ave., Chicago, Ill. 


BR hg see s 
of New oe ‘ak 
desirable. aking pecans 


Bek Mss. in job job lots os A : any kind 

that don’t sell. Send sam rticu- 
lars. Close out your dead stock to us. INDUS- 
TRIAL PUBLISHING CO., Owensboro, Ky. 


ag geo space wanted in exc: for 
A‘ esses ; live. sizes ; steel poner cut 
~ complaint in 10 ays old Nay indorse 

om. * Send for circular. * ”” Box 1521,N.Y. 


xperienced, reliable — would 


A= reateeoe Fh Tiaily wae to man 
) 


in onto on on 4 wy rang ot 2 ri- 
enced _ o erent. Bes t AB ve 
Address care Printers’ Ink. 


V amine stenographer and t; 
writer (Remington). Must be well educa’ 
and thoroughly familiar with general office 
work. Good ition to the right person. Address 

“ COMPETENT,” Box 709, New York City. 


W OULD like an additional periodical, mam 


zine or daily, to repose in to give Liberal 
ee = who would | be w beral 


c B. B DAREING 791 Dearborn 8t., er 


| ~~ — + -Do you 1 you want 
that your ad brings us 
a “advertisers, ten, and'we will 
and we w: For pool 
tioulare — 7 eda 
North Yakima, W 


. CLARK, “Drawer E, 
OMPETERT. methodical, pu tasteful 
foreman for daily newspaper an i job oftice 
near New York. Job office does finest class of 
work, with wwod anes — ~ es of referene presses. 
A pplicants give bes nepeeoaece as to 
capability and habits. rv GER,” 
care Printers’ Ink. 


paPete (prefers y 
n. 





T°? AD-SMITHS—We waot an advertisement, 

‘or insertion in Daily and Trade Journals, 
calculated to e = subscribe for - 
ERs’ INK. It should set in a single col- 
umn, in space of four inches. Will display in 
these the best advertisement submitted 
each week for a month, commencing with the 
issue of April 3d, and on ay ist wil pay, $10 to 
the ones S of the advertisement chosen, 
whic! be reproduced in these |, to- 
gether with the names and addresses of the con- 
structors of each ~4 the ads shown. Address all 
communications to PRINTERS’ INK, 10 Spruce 
St., New York. 


i aad 

NEWSPAPER INSURANCE. 

[HE YANK, Boston, Mass., wards off business 
death. 60,000 monthly. 


em 
STREET CAR ADVERTISING. 


Fo? Steet Car Advertising, everywhere, 
GEO. W. LEWISCO., Girard Bidg., Phil’a, Pa: 
+e 


PAPER. 


M PLUMMER & CO. furnish the paper for 
oF. ml =] ral on 

ence W ro 

kinds. 45 Beekman St., New York. dik 


—_+o>—__—_. 
PR. ESSW OE WORK. 


i you have a long run of run of presswork it will 
y you + sen —— us. La press-room 

e city. Best of work. ‘ost reasonable 
A oes. FERRIS BROS., 324-330 Pearl St., N. Y. 
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TO LET. 
yas, Roston. Space. 


OOD HOUSEKEEPING. — Space. 
H. P. HUBBARD, D, Mgr., 3 — Bldg., N. 


09D HOUSEKEEPING. | 
H. P. HUBBARD, mer” # Times Bidg.,N. Y. 


CA RDBOARD. 


Dp°z yous on car@inard or cut cards! R 
can be done for ny vy 
CARD & PAPER CO., 198 Wil 198 William 
C*tansols of cut cards, bevel elas goon an aaa 
is of every description at 
rrespondence yg UNION CARD 
198 William St., N. Y. 


‘ou do. 
NION 


pyre 
PAPER CO., 


taht Sree 
MERCANTILE LAW. 


AVANAGH & THOMAS, Omaha 

/ Jawyers and usters. pe ante or 9b 
bers handled an: re in lowa or _— 
an success ; 2.00 “Of t the leading E om ted. 

our reports every week. Are rec 

ommended b all ¢ it men as the best system 
of watching ir trade. Write us. Reference, 
W. & J. Sloan, New York City. 


—_. +o» 
MISCELLANEOUS. 
G OOD HOUSEKEEPING. Excellent. 


Goo? HOUSEKEEPING. Excellent. 


66 | oe her PosT-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 

Coast.”’"—Harper’s Weekly. 

S°by Chips and Hotels, Eacndeh for Woolen 4 
e ouses, o' ut u n 

fs and ae... Ww altN EY, 59 


Long anes Wasat: este 


PREMIUMS. 


REMIUMS—Best and up to date. THE CUR- 
RENT PUB. CO., 1026 Filbert St., Phila. 


IRCULATION BOOMERS New name 
[> ey blishers rested 
will do well to ad E oKKYST: INE PUBLISHING 
CO., Eighth and Locust Sts., Philadelphia, Pa. 
geri MACHINE, erp A perfect little 


and warran’ do good sewing. 
A splendid — for your premium list. Write 
= ome. f comple - Ts m receipt of above 
SNYDER a * 3 Beekman 

P.O oa 2751, New tas dase 


ELECTROTYPES. 
eeneOrrrs. sapoties 


2] 
etchin, Ei mg, HERERANT Tae reh St. 


| 
es; 
ANT & CO., Ine. ost vAreh St., 


DAY $1 oe an our best. — poy ~ rtrait. 
it kinds pig at surprising. 
Write us your wants. © TOAGO. = OF 
GRAVING %S0., 185 Madison St., Chicago. 


ee" sey write your own oe but one thing 
you can’t our own -_ 
Think o of. us ; Y$1 “¥ for best half’t a cut ; 
like that and work the best. CHIC Go" Ho 
ENGRAVING CO., 185 Madison St., CBuicag 


PRINTERS. 
7 AN BIBBER'S 


Printers’ Rollers. 
$1 BUYS 10,000 fine 6-Ib. note heads 
YER, ison, Wis. 
YRINTERS—We make type, cases, stands and 


order. MA nt 
chase—everythin; Cnet a printer nee needs—and 


our prices are the See \. ALKER 
&B NAN 3 QW to 206 William 8t., N. Y 
WANT to pe ~ | pee iad baie 4 Cotes 
plain, straightforwa nting — the kin 
that naeness ae a ate ; the kind that 
pave; the that few printers can do as well 
tuiaM JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., New York. 


rinted to 


PRINTERS’ INK. 


ADVERTISING NOVELTIFS. 

J END $1 and yy for sample moray sie! 
Ss Weixow anv. CO.160 Division Se, RY 
*OR the purpose of inviting announcements 
. I of Advertising povelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


BILLPOSTING AYD _AND DISTRIBUTING. 


P. PRINTZ, distributor of ¢ of hbase matter 
730 9th St., N. E., Washington, D.C. 


4 bee - DENVER ADVERTISING CO., advertis- 
ing distributors, 1730 Arapanoe st., Denver. 


“e RAND RAPIDS, Mich. (pop, over 100,000), ca’ 
¥ be thoroughly “ covered” by R. A. MATH- 
ESON & CO., distr: utors, 40 So. Division St. 


See ee 
ADDRESSES AND ADDRESSING. 


CENTS gets our sub. list ; gummed 
50 Phoo ,600 names. DEMOCRAT, Albion, = 


WRarrens Fadvertnine tine > 
change for advertising space. 
SEND, Minneapolis, M gong 


we bought, sold or exchanged. Big lo 
to rent, all kinds, either sex. SOVERTIS. 
ERS’ LETTER BUREAU, 447 6th Ave., N. Y. 


Ls bought, sold or sold or rented. Valuable 
lines of fresh letters always in stock for 
rental. Write for lists and prices. Medical let- 
ters a specialty. A. LEFFINGWELL & CO., 112 
Dearborn St., Chicago, Ill. 


ey BUSINESS !— Fresh, cash order ad- 


, 5c. pe New age 
addresses (1895), "Be. per rM; Pee, $10. We wits 
ads, tage meetin stories, articles and gE : 
yours experience. Write us. 8. M. BOWLES, 
Yoodford City, Vermont. 


SUPPLIES. 
yan BIBBER’S 
Printers’ Rollers. 
7, INC for ao BRUCE & COOK, 190 Water 
4 St, New Yor! ; 
pss PAPER is printed with ink manufac’ 
by the W. D. WILSON PRINTING Nk 


co., Ded, 10 Spr 4 ‘N York. Special 
O., Lit’ pruce St., New York. Special prices 
to cash buye’ 


JRINTERS—We are prepared to do embossing 
for the trade. It = 1 oe weres your while 
to send for our moder talogue ; inclose 6c. 
stamps. GRIFFITH, AXTELL & CADY Co, 
printers and embossers, —* Mass. 


WE sell 1 h sells printers’ 

yo 10.000 go + “x 6 H.C, ite En- 

yroges pete ith your j.. F and delivered, 

for oy 10, check with order. 10,000 circular 

pS ee $8.50. a guaranteed. 
K, Sealer, Zanesville, 





ILLUSTRATORS AND ILLUSTRATIONS, 


" QOLID TYPE talks in GOOD HOUSEKFEPING. 
Illustrated ads show excellent. 


S%? TYPE talks inGOOD poqeannarens. 
KR rated ads show excellent. 


H SENIOR & CO., Wood meen 10 Spruce 
e St.,New York. Service good and prompt. 


H Meaines, week illustrations and initials sd mag- 
aagnes, we week klies ag pmares printi ae. 
aE — f cuts free. AMERI- 
‘AN iLLUSTR TING © CO. Newark, N. J. 


— RES POSSESS POWER—I make a x 4 
—»! of the advertisin: Kind. Ten bright 

strikin jittle drawings, . K. or no 3 BY 

R. L. WILLIAMS, 83 L. & T. Bldg, Wash., 


NOTICE TO PUBLISHERS OF PAPERS AND 

n Wouldn’t an artistic and hand- 

to your publication aid in ee 

becribers and adv rtising contract: 

Sketch sent on approval—no charge if not ac- 

cepted. Send copy paper, size and full particu- 

lars. If there is ong particular feature you wish 

yromued into d “eit mention it. W. MOSELEY, 
12 Hill St., Elgin, | 





PRINTERS’ 


BOOKS. 


oO} books | poughe and sold. Send stamp for 
Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, Mo. 


DANGER SIGNALS. a manu a naga of practical hints 
for general ad Price, by mail, 50 
cents, Address PRINTERS’ INK, 10 Spruce 8t., 


New York. 
BoRasiness. hee pe mien. to advertise your 


por 1,000 wis Write for esti- 
a yoee Low peioes in the U. 8. 
SPRINGF ELD PUB. Co. BOO. “Springtield , Mass 
UBLISHERS can ‘dispose 0 of their dead stocks 
of ery for cash. If you printed a 
edition that don’t sell, send samples and particu- 
lars, INDUSTHIAL _ CO., Owensboro, Ky. 


SPECIAL. W. L WRITING. 


D. COPY” saves ves work, then why should 
reat _ nate eae publishers use it as well as 
r the Tast if four years I have been supplying 
it  sonfidentiall y to the er ol Crenanens the 
country, at extremet low ra yan ——_ 
ment explained ina — which | I will sen 
any newspaper pub: 

e information will on be mailed to any but 
newspaper men, so that, in writing, the name of 
your paper must always be given. 

Just look at these prices for a supply of “ Ed. 
copy ” suitable for either a daily or & weeds de- 
livered at your office 

3 Columns Full Political Service, ‘weekly $1.00 

26 “ Independent Service, 1.00 
4 either Democratic or Re- 


= ican leader, 
1% e won Re. Politica! er Inde "4 
1% elther P. Political or Inde- 


penden’ 
Ehitorial Notes (Indep 
e 3-column service 
leader, 4 leaders on “up to ty time’ ” subjects 
and Editorial Notes. 
Bills are rendered monthly, or any of the 
above will be sent promptly on receipt of price. 
EXCLUSIVE copy per column of 1 w 
(eaemee on subjects selected —— patrons when 
desired) $6.00, payable strictly in advance, un 
less patrons are known to me. If exclusive copy 
cannot be supplied in time, money refunded 
—Ts on oeetes of letter. Corres =e 
ence invite: T. HAMMOND, a 


- 


ADVERTISING MEDIA. 
T= YANK, Boston, Mass., 60,000 monthly. 


-50 
7% 
-50 


Mtieal 





[2 you advertise in Ohio you will get results. 
iculars address H. D. LA COSTE, 38 
I are hew, New York. 


rson advertising in PRINTERS’ INK 
f toe e amount of $10 is entitled to receive 
the paper for one year. 


66 IN Ore Foes. INTELLIGENCER vane nge =~ 
of the four t papers of the Pacific 
Coast.” Harper's Weekly. 


) | € 2 Sea advertisers pepers that bring results. 
A COSTE. k Row, New York. 
souk br a mediums only. 


HE DAILY GERMANIA, Milwaukee, can prove 
a larger circulation than any other local Ger- 
man ly. Use it for the Milwaukee trade 


;!= MIDLAND MONTHLY, Des Moines, Iowa, 

reaches the best people in the eight North- 
western States. Employing no Eastern solicitor, 
it makes a uniform rate 4 low that advertisers 
get big returns on small inves investments. 


A RE you advertising in Oh in Ohiot We invite your 
attention to the pares MORNING TIMEs, 
circulating ime — dail ithek EVENING NEws, 
9,500 copies each issue, an the WEEKLY TIMEs- 
News, 4,500 copies ; are the re’ presentative fam- 
ily newspapers of Dayton, and with their com- 
bined circulation of 14,000 copies daily thor- 
oughly reach bape ee of th that section. Dayton 
is a prosperous city of 80. and the News'and 
TIMES are long catablished } journals and have al- 
ands enjoyed to a marked the confidence 
ad euppese of the best ple in 5 + mn. Ad- 
D.LA COSTE: Park Row, New York. 


INK. 
ADVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 
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Awwr™ know GOOD HOUSEKEEPING. 


TANLEY DAY, New Market, N. J. ADVERTIS- 
ER’s GUIDE, de. a ayear. § Sample mailed free. 


¥ you wish to advertise an; 
I ad on time. write to the ryt ROWELL 
ADVER! ISING CO., 10 Spruce 8t., New York. 


\ 7E don’t sell adv. space below cost, but we 


the crowd on 
Bo. advertis- 


It will pay to write before tits 


ing. THE JOHN BRATTON CO., 


FOR SALE. 
ILE of Printers’ Inx, 5 rn” complete. 
FS . R. GOODSPEED EED Dwigh qt. 
$1 BUYS 4 lines 50,00 50,000 copies proven. 
De WOMAN’s WORK, Athens, 
R SALE—Complete file of Pager Ink in 
d condition, Address “ REASONABLE,” 
care Printers’ Ink. e 
6é | her Post-INTELLIGENCER Seattle has one 
of the four we papers of the Pacific 
Harper's 
A® papeai—4 Potter co country 
rst-class condition, for 
w. Fr. WEBER, Fond du Lac, Wis. 
OR SALE, CHEAP—Daily and weekly our 


paper for sale in ¢ Both 
Address“ PUBT sa HER,” Box D, Salem, 


ress, 32x46, 
ie. Address, 


Ww — interest in thri aa me ae ont 
wee 3 on for oN 

with money to invest. “PRA AL,” care of 

anaes — 


ewspa) (1,300 ci 
and rob pl Sian. ao aewepenes and Gordon 
resses, folder, wer, full Ly ee 
Dod as new. OBSERVER, ERVER, Marcellu 


R EPUBLICAN newspa) — wspaper for sale, in a Repub- 

lican county in Central New York. Business 

ear, $10, A whole or half interest. 

Aath ‘actory ~ Et A .. Address “D. A. J.,” 
care Printers’ Ink. 


NEWSPAPER OPPORTUNITY— Publisher 
desires to di: of a New York Newspaper 
Property ; monthly; well known name; estab- 
os yo 1f a good circulation and ad- 
ising Price reasonable. “A 
PUBL ISH uy care re Printers” Ink, New York. 
ORSAL Perfecting Fre Press, Goss make, nearly 
ne in perfect order, just as good as 
it left the Ae i» teed ing print, fold and 
an hour. 


FX ta am 


count mt ES, 4" Suase pape 
been used or k and “pamphlet work. 
Sold for a vault Address CHAS. P. DAVIS, 
Springfield 


+e 
ADV ERTISEMENT CO CONSTRUCTORS, 
3****- Ads. 


\ DDISON ARCHER, 1 Union §q., N. ¥ 


ADS SMITH, Baltimore. Washington. 


@ MITH hasideas. Baltimore. Washington. 
K 


r McC. SMITH. Baltimore. Washington. 
> 


F, Moc: SMITH. Baltimore. Washington. 
. 





]¢, McC: SMITH. Baltimore. Washingt 


Ga old ao fora new one on approval. R.L. 
URRAN, Box 899, Chicago. 


G ET my assheers aa see whether v3 like By. 
ea of telling things or not. JED SCAR 


1 USINESS literature— interested ? I assume all 
details of writing and petating. CLIFTON 
WADY, Somerville (Boston), Mi 





24 

T he pees time—right now—you need 
A goodads Let me — them. Specimens 
sent. aun tandehuee oh a N. Y. 


V T TRANES, 18 and 20 Rose S , whole- 
« sale and retail deajer inall kinds oF of Busi- 
ness Bait. Write for samples, estimates, etc. 


F course you can’t know wants I + ny until 

you see what I have done. maila 

few odds “and ends. JED SCARBORO, “Box 63, 
Station W. , Brooklyn, N.Y. _ N. ¥. 


6s BUSINESS. BULLETS,” the little booklet 
brought lots of aw 

mailed free to adve D'SCARBORO, 

Box 63, Station W, Brooklyn, N. Y. 

NV AY be I can help you outa bit. Let me ow 

4 a ‘ou one ev —y of my tye FS a nt 

seni p if you are in earnest. 

BORO, Box 63, Station W, Brooklyn, N. Y. 


EADERS of PRINTERS’ INK are invited to an 
) — sf oy jg folders and print- 
a April 10th, 1 to 4 P.M. y- 
THE LOTcs PRESS 140 West 23d St., N.Y. 


IF ye hers re anything wort worth selling, advertise 
t ite your advertisements in a con- 
vincing ers value my work highly jferee 
moderately. H. P. BROWN, Paulsboro, N 
Caan for = advertisements a year. 
“ — “ 
E. L. SMITH, Codman odman Bldg., Boston, Mass. 
6é _ advertising, ou wrote for us three 
is still doing work,” said 
a client me “ e other day. Well, that’s what 
it was for. WOLSTAN DIX iY, 86 World Bldg. 


66 A™Z DVERTISING FO FOR RETAILERS,” 64 Mpawee 4 
x you don’t get aquarter’s 

worth ou may ha vere ur quarter back. CHAS. 
AUSTLN BAT Vanderbilt nderbilt Building, New York. 


G28 48 ADS are my epecialsy 6shoe-selling ads 
$5. You get satisfaction before | 

. Practical ideas about booklets. Write for 
nformation. H.S. MCMASTER, L Box 271, 


cardboard at 
ou have never before 
10th, | to 4 P.M. daily. 
p= Y. The 


a exhibit ae 
n. r. 30th to A 
HE LoTUs PRESS, 140 West 23d St., 
iakecal PRINTERS’ INK are invi 


HAVE more work than two artists can do, so 

I want another. Want him to be extra good 

on lettering and decorativedrawing. Don’t care 
— he can i. ee —— or not. wens 


ae and state d to CHA 
ye IN RATES, Van er nh bile re Buitding, New York. 
*t call—I haven’ to talk 


I BELIEVE wee as logical, just 
as convincing matter as anybody in the ‘busi- 
ness ; fortunately there are some others whothink 
Probably the most _suc- 
that I aoe ever done has been 


Y OU will find styles of pap paper and 
we 


rds 
ya Ry but Pi cond on sf 
send me the dollar. i 
ase don’t like thead or the cut, your money 
RETT, 132 Nassau St., N. Y. 


DVERTISEMENT constructors ape! invited to 
a te exhibition of art gt papetest ies, folders 
= pein from Mar. 30th to April 10th, lto4 
P.M daily. numerous patterns and de gens 
exhibit comprise many never before shown, 
all of which one pore with a view to display 
artistic combinations of color,etc. This is ~ 
first time an exhibit of this sad has 
tem and perso’ 
subject of advertisi 
THE LOTUS PRESS, 
to April 10th, 1 to 4 P.M. daily. 


A*s tome —— PF ae. can 2 an idea of the al- 
rtment = cardboa 
and ed bar at our 
new, all are 


novelties are entirel and 
can ve jive. This « exhibit is an 
d will prove 


. 30th 


PRINTERS’ INK. 


one party. 
electroty ping ———- 
lets, every can d 


circulars, lo 
it somes, "few as well as yWILLIAM. JO ‘STON, 
Printers’ Ink Press, | 10 ‘Spruce St., New York. 


— dollars is Lnow the = wing an 
booklet. I Tkno LT 
aed bat re is a reason for it. Pike 


erally see the good, points of 
t quickly, and put ut those in black 
ine ame arate ee eon eee 
et is about a baif day's 
is will 


of these booklets to San Ges are 
inte: BERT M. MOSES, Box 283, Broo! 
= be For quarte’ 


preparing a r] 
r magazines ™: rice is $4 or . The illus- 
pt hy hg I ae samples of this 
priced worik, too The — class of advertisers 
are invited to write to me 


A FREE LUNCH 

will draw a crowd, iy onty an attractive ad 
will draw trade. This is a busy world; people 
can’t stop to read dull matter—you have to h 
the eye quick. 

ye one of my illustrated advertisements. 

will furnish you withon with an ad and a well-drawn 

sie for $1.50. ou have to do isto 
send me the names R prices of articles to be 
apap ised, together with the si sizeof space the ad 


H4S. it all done by the 
rinting. 


ight aay 
wort for me, and $16a 
send sam) 


I write eve lets, car cards, etc. 
Illustrated work a 5 my Send for ‘priefiet 
W. C. STEWART, 4114 Elm Ave., Philadel 
WILL furnish a series of 12 8 column 
5-inch ads (0 — electrotype of each) for $36.00. 
T'll put a neat border around them, and use an 
attractive illustration in each ad. The TR 
setting will be just as tasty as PRINTERS’ 
This offer is so reasonable that even retailers in 
the smaller cities can affo 
por naan a bi bi 


hey ha 
out ‘poldly i in the "midst of other local advertis- 
ing. These 5inch ad: rominent as 


jou 8t., New York. 


WANT the work that is im 

work in which quality the highest con- 
sideration. It is my earnest desire to give ad- 
vertisers the best assistance in iting and draw 
ing and advice that they can get anywhere. 1 
want to do better work than any one else in my 
line. At the present I do not know of any one 
who is equal the matter which comes m 
= office. Thatis an honest opinion. I may be 
mistaken, but I think not. If your advertising 
is important enough to require 
important enough to deserve the b 
best may only ten per cent better than the 
next best, but it is worth nine 


rtant. I want the 


too high 3 you will not come 

clients do come again, and 

isthe only way in which the business can be 

le pleasant and profitable. I shall try to 
make - price right—not low, nor high—merely 

right and fair for both of us. If you care to 
know all about my methods, c' , etc., send 
. a, ocr = new illustrated ular, “ The 


rature of Busin asiness.” 
AUSTIN BATES, Vanderbilt Building, New York. 
ds tha joods.”” the way, it is really 
onus new that catch phrase of mine has 
marked the advertising in thiscolumn. At first 
it was my exclusive property. 


ARRANGED BY STATES. 


Advertisements under this hea this head, two lines or more 

without ——. 25 cents a line. With display or 

black faced type the price is 50 cents a line. a 
be handed in one week in advance. 








adit 3 of the 
‘ou have looked for 
hing ‘ou will ‘doubtless 
-_ it here. 


ly 
THE TUS PRESS, 140 West 23d St., 


ALABAMA. 


- Ao ee are shy about exploiting 








PRINTERS’ INK. 


ALASKA. 


25 
DISTRICT OF COLUMBIA. 





N° Alaska paper is big enough to advertise in 
PRINTERS’ INK. 


7 ANTS bigger space and divplay than can 
W Solent en, 








ARIZONA. 


ARIZONA papers are too modest to advertise 
ere. 


ARKANSAS. 
OLD, BUT ENERGETIC! 


For SEVENTY-SIX YEARS 


The Arkansas Gazette 


Has been the leading paver published in the 
State. It has always led the procession, and will 
always keep at the head. Advertisers who want 
to reach the people should use the GazETTE— 
Coty and weekly editions reach all corners of 
the State. For sample copy and rates ad: 

THE ARKANSAS GAZETTE, 


Little Rock, Ark. 


CALIFORNIA. 
OS ANGELES TIMES—Southern California’s 
4 great daily. Foremost advertising medium. 


THE WAVE, a Franctaco, Cal., the 


Pacific Coast so- 
— literary an 

















eid Warld Bide New 1.2 QD weekly. 
187 W " = wee 
York, N.Y. Fag, Ne 13, 000 xx — FY 


LOUISIANA. 


10."N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MAINE. 


TS HOME TREASURY, A . 
proves 50,000 copies per month. 
[DS in THE INDEPENDENT, Farmington, Me., 

produce results and mail ‘orders. 


MASSACHUSETTS. 


3 CENTS for 40 words, 6 days. Daily ENTEX- 

PRISE, Brockton, Mass. Circulation 7,500, 
Wate !—Send l0c to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 











Maite, 














MICHIGAN. 


Ds= SUNS, 118,000 weekly. 








Se eat Sd i ee og Daily, 6,000; 

) Sunday, 7,000; weekly, 14,000. 

WAcINaw COURIER- HERALD is delivered di- 
rectly into the homes by ple carriers. 

AGINAW COURIER-HERAL| est cire’n 

in No. Mich. Full Assoe’d Pree d spatches. 

D “TROIT SUNS, [LLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 











COLORADO. 


( YOLORADO papers want page advertisements 
in PRINTERS’ INK, and have no use for 


ements. 


CONNECTICUT. 


THE UNION, 
Bridgeport, Conn. 
Wee 





ified 





small, c 








T 


Daily, 7, kly 3,500. 
Western Connecticut thoroughly covered by the 
TWO UNIO) 

L. Mos New York 
Vanderbilt Blag. THE UNIO. 
cO., Bridgeport, Conn. 

THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD 


iS resentative, 620 
PUBLISHING 





Every nook and corner in the Nutmeg State is 
—- by them. By special trains an: by pony 
expresses these two papers are delivered Sunday 
morning all over Connecticut. Special editions 
are sent inio a New Haven, Meriden, 

Danbury and Anso’ 
Cc d circulation, 80,900. 150,000 Readers. 


DELAWARE. 


1 & ‘such alittle State. = = 


IDAHO. 


DVERTISING in PRINTERS’ INK costs too 
much, unless one has something really 
worth saying. 

















INDIANA. 


[PRE a Indianapolis. 
inter-Sta' 
3,500. CHAS. 


The leading 
Circulation, 


H. eee ea —y Write for rates. 


IOWA. 





( \ RAND RAPIDS DEMOCRAT, the leadin; ran 
¥ per in Michigan, outside Detroit. 13 000 
NEWS. Largest 
alley, Michigan. 
for Keturns 


LICAN, 
LESLI 





3 AGINAW evening and week] 
circulations in the Saginaw 


When — 
n” » 
THE LOCAL REPUB 
Ask for Sample Copy. LIE, MICH. 


De ILLUSTRATED prog me ir 

NDAY SUN, 25,236. bi7 tomn' 
ple Court, New York City. Sooke and press- 
room always open to inspection of advertionrs 
or their representatives 


RRL ~ Advertise where you will get pay- 
leased 











\ in rns. Advertisers are brig 
with the SqLLUSTRATED and SUNDAY SUNS, 
Detroit, Mich. acvertann —, a Temple 
Court, New York Cit te for l particu- 
lars ‘Circulation, 1 ‘73 w weekly. 

> AGINAW COURIER-HERALD is the | 
\) newspaper in Northern Michigan 
aie ie acnoors Moniars. Sunday anc and Weekly. 


a pr Oe eek 

ty in Mich ichigan,. 

dress COSTE, 38 Park Row, New York. 
MINNESOTA. 


T= DULUTH NEWS-TRIBUNE — The only 











morning daily paper. | paper. Established in = 


Published at the head of th a the Great Lakes. 
luth, Minnesota. 


73 Tribune Building, New York. 
Editor and Manager. 


MISSOURI. 
66] )RE-EMINENTLY THE MEDIUM.” 
Frank E. Smi 
coffee department of 
wholesale a ag manea City, 








RI-STATE MEDICAL JOURNAL of Keokuk is 
the only professional magazine in Iowa. 
G ENERAL advertisers use the TELEGRAPH 
% Dubuque, = more liberajJly than an 
ery r pepet in the State. It brings results, an 
t you wan 





your favor o ‘recent dai 

to say that I} hav xtended experience in 
advertising through trade papers. but have ob- 
tained the best results for the outlay in the 
Kansas CITY PACKER of any publication I have 
ever tried. It is pre-eminently the medium 
through which tc reach Western grocers,” 





26 
MARYLAND. 


pt take much stock in oe aoe TR wand 


when it must be done wants more 





PRINTERS’ INK. 


HE Flushing, N. ¥ Jounnal, daily and week- 

, covers & rich territory 

| by, 4 READERS 1n 15,000 = THE NATIONAL 
VISIONER, 284 Pear! St., New York. 








MISSISSIPPI. 


I IKE the violet seeks seclusion. 








MONTANA. 


T= LIVINGSTON yt eS icosas Loo 
_f allhome print. Circulatio: 
ANACONDA STANDARD. Givsalation | three 
times greater than that of any other daily 
or Sunday paper in M 10,000 copies daily. 








NEVADA. 


HE WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 








NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


Deansttutty Tilustrated. 

A New Hampshire Magazine. 
FRANK E. BORREpON, Special Agent, 
_ TEMPLE CouRT, NEw YORK. 





Issued monthly. A million copies a year. 


ELMIRA 
TELEGRATI‘. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. Frank RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
Wituiam L. Miter, Advertising Manager, 
110 Fifth Ave., New York. 


te OF FASHION, New York City. 











NEW JERSEY. 


ATLANTIC REVIEW, Atlantic ates 
a daily circulation of 1,500. It’s a leader. 


Bridgeton (N. J.) 








POPULAR adv. mediums : 
Ev’e News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY NEws, re 600. Rowell guarantees cire’n 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (T PAYS! 


NEW MEXICO. 


To dry to advertise much. 














NEW YORK. 
PICTURE YOUR PAPER, 





Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 

This is to certify that the Circulation of 
THE DAILY PRE 288 AND KNICKER.- 
BOCKER Ii« Constantly Increasing and that 
the number of copies > Rrinted th this day was 
17,400, PRESSMAN. 
State of New York, city and C ‘county of Albany. 
one to before me yt ~ 16th A of ee 

Tr, 

Notary Public, aiken? -.F. 
THE PRESS CO., Publishers, 
Press Bldg., Albany, N. Y. 
Ten Cents per week for one Daily and 
Sunday Pr 


NORTH CAROLINA. 


| )» REFERS local patronage, which pays better. 











By adding the four-page etre 
Gn circuit —bright fonda y-to-date. 
CHAS. H. WEBSTER, Publisher, Buff: 


eiocrE® 


Ly 
AY 
Q 





A Magazine of original tales 
The h issue appears ina 
new and artistic dress. Se 
for rates. STORIETTES 
Downing Bu New York. 


Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES 











THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 


Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 





NORTH DAKOTA. 





— cold to advertise in the winter. 


OHIO. 


] )AETON MORNING TIMES and EVENING 
NEWS are clean, reliable, family papers. 
I ARGEST cire’n of any Prohibition paper in 
4 nation: BEACON AND NEw ERA, Springfield, O. 
7 OUNGSTOWN V INDICATOR, 7.800 daily, 5,200 
weekly. Leading newspaper in Eastern Ohio. 
pPooray (O.) REPUBLICAN, despite untruth- 
ful statements by others, circulates 2,000 
more a and 500 more weekly than any local 
com 
T HE Ter STATE GROCER Visits the grocers and 
produce merchants of Ohio, Ind. and Mich. 
weekly. If 
write to TR 


RHODE ISLAND. 


OME GUARD, Providence, R. I. ; circulation 
50,000 ; paid up subscription list. 











ou are not in it, it will pay you to 
-STATE GROCER CO., Toledo, O. 











PRINTERS’ INK. 


OKLAHOMA. 


aes GUsHRIE DALY LEADER, the 
<a in the Territory, sneepts ad- 
vertisin 


Zz Ww an e guar- 
antee that it has double the paid circulation of 
any newspa published in Oklahoma. F. B, 
Lucas, Adv. Mer. 


PENNSYLVANIA. 


EP EDINBORO | {NDEPENDENT, school w’kly. 
4 EDINBORO PUB. CO., Edinboro, Pa. 


‘HE BEST LOCAL DAILY in Pennsylvania is 
the CHESTER TIMES. 30,000 desirable reaiere 
in the len spot of the Keystone State. AL- 
LACE & SPROUL, Chester, Pa. 
p4a%, INTELLIGENCER—est. 1 
WEEKLY INTELLIGENC ER ect. 1804. 
vy wn, Pennsylvania. 

Have always been 43 exclusive Laon print pa- 
pers, with larger circulation than any competi- 
tor ¥ mediums for advertising in Bucks 
Coun vy. 


SOUTH CAROLINA. 


2 dail edition of THE STATE, Columbia, 8. 
, is the most popular paper in a hundred 
south’ Carolina towns. The semi we: ekly edition 
reaches over 1,000 post-offices in South Carolina. 


SOUTH DAKOTA. 


NOTHING to advertise. 





























TEXAS. 


THe POST : Houston, 7=xas. 


s a LARGER REGULA AR ISSUE? THAN ANY 
D AILY IN TEXAS, ard is so guaranteed by Ro’ 
ell's 1894 Directory under a forfeit of #100. S C. 
BECKWITH, Sole Agent Foreign Advertising, 
New York and Chicago. 


UTAH. 


W ANTS more space or none at all. 














VIRGINIA. 


| HE VIRGINIAN, Emporia. & 
Large circulation in Va. and N. 


week ly. 





WASHINGTON. 


WEATTLE POST INTELLIGENCER. 








N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.” = eekly. 


sraxane SPOKESMAN-REVIEW 


mee 4 i 
MAN ex hy nm A. 4 
eld. “Ne competitor within 500 miies. Popula- 
ion Spokane, 1881, e past and 
. resent Ay of spokane "has been marvelous ; 
its future will be the wonder of pa civili 
zation. "The REVIEW is the recogn nent 
of all the best interests of Spokane and t e vast 

ountry tributary to it. 


WYOMING. 


pHe ladies will not allow its newspapers to use 
PRINTERS’ IN 











CANADA. 





W ANTS reciprocity—not advertising. 





SO. & CEN. AMERICA. 


\' )UTH American merchants subscribe for the 
. PANAMA STAR & HERALD 


CLASS PUBLICATIONS. 


month, for or each line of Peart space 
me 0) 
the whole advertisement. 
does not find ek. pepe For the 5 
made to specially fit his case. 
prea 5 AL IMPLEMENTS. 
a MACHINERY (Eli). Si (Eli). &, hous, Mo. 
issue in 8 years, 
Bn lest issue in ty. 
Largest average for 12 ra in 17,600. 
AGRICULTURE. 


HOME AND FARM, Louisville, K. 
WISCONSIN AGRICULTURIST, 
ARCHITECTURE. 
INLAND ARCHITECT, Chicago. 
COAL. 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago. 
FASHIONS. 
QUEEN OF FASHION, N. Y. City. 
Issued monthly. A million copies a year 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
HARDWARE AND HOUSE FURNISHING. 
HARDWARE DEALERS’ MAGAZINE 
Charges the most for its space, and carries 67 
pases of advertisements. Only of value to 
hose oe something worth vine and in- 
teresting for hardwaremen to hear. It speaks 
loud and it speaks far. That means attractive 
advertisements and wide circulation. Wesug- 
gent that you ask our subscribers’ opinions, as 
ey will be your audience. There are some of 
them in your town, if it contains a hardware 
store. e dislike to place temptation in your 
way, but we would ——— to mail a —. 
copy if Ls Many have loo ked, rend 
yielded subscribed. a A, one ‘dollar 
_ annum. D. T. Mallett, Publis 
ew York Office eade 
Chicago Office, 1116 Chamber of Commerce. 
London Office, 74 Fleet st., F.C 
pit THY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCUL ATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly, 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or 
SOCIETY. 
THE WAVE, San Francisco, Cal. 
SPANISH. 
REVISTA POPULAR, , established 1888. Largest 
Spanish circulation in the wostd. _ 
in all languages : 46 Vese’ esey | St, 
SUNDAY PAPERS. 
ELMIRA, N. Y., TELEGRAM: Circulation over 
10,000 copies weekly. 
TEXTILE. 
TEXTILE WORLD, Boston. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati 
TYPEWRITERS. 
PHONOGRAPHIC W ‘ORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 
WOMEN. 
QUEEN OF FASHION, New York C ity 
Issued monthly. A million copies a year. 


icine, Wis. 


Best in West. 


13,000 weekly. 


Largest rating. 





PRINTERS’ INK, 








Our Advice 


| To Those About to 
Advertise 


has helped start many a 
man successward. 

You're welcome to it and 
to our best effort in prepar- 
ing an estimate and series 
of ads. 

It's often said that ‘‘Lord 
& Thomas will do more 
work to get an order than 
any other agency.” 

That's right and we don’t 
stop when we get the order. 





Lord & Thomas, 


: ie Newspaper and 
rar Magazine Advertising, 
45749 Randolph Street, 
CHICAGO. 






































PRINTERS’ INK. 


and COUNTY 


The city lady reads the dailies for bargains and shops 
around for what she wants. 

She chooses what she wants to a great extent from 
what she sees. 

Advertising in cities pays, but only if it’s extravagant 
enough. 

The country lady reads about what she wants in her 
country paper, and generally buys it. 

She doesn’t go shopping for bargains. 

She knows what she wants before she goes out, and 
when she goes out, gets it. 

A sinall sum will bring returns in the country when 
in the city it would be lost. 

The cheapest, easiest and best way to reach the 
country people is through the lists of the C. N. U. 

The cost is less than one-tenth of a cent per thousand 
circulation and no extras. 

The trouble is only one order and one electrotype. 

We do the rest. 

The first thing is to get an estimate. Shall we send 
it? 

*9$0@OOOCee-- 
Chicago Newspaper Union, 


93 S. Jefferson Street, 
CHICAGO. 


New York : 10 Spruce Street. 
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AFTER APRIL 4TH IT WILL BF TOO LATE TO INSERT A SIMILAR STORY FOR AN ALABAMA PAPFR, 


PRINTERS’ INK. 


BUT 


ONE COULD BE TAKEN EVEN TEN DAYS LATER FOR A PENNSYLVANIA PUBLICATION, OR TWO 
WEEKS LATER FOR ONE FROM NEWFOUNDLAND. IF ONE WOULD BE SURE OF THE POSITION 


THERE IS NO TIME TO BE WASTED. 


HAVE YOU A 


SPECIAL AGENT ? 


Mr. J. E. Van Doren ably represents and looks after the New York 


interests of a selected few newspapers. 


In the AMERICAN NEWSPAPER 


DrrecrTory, for 1895, Mr. Van Doren will take occasion to tell six interest- 


ing little stories about his six daily papers. 


They are printed below. The 


cost of inserting these as part of the letter press of the Directory is $10 for 


sixty words. 


Lincoln, Neb., State Journal. 


Advertisement. —The Lincoln, Nebraska, STATE 
JOURNAL claims a larger daily ——- than 
any other ame or evening Rae —— 
in Neb November 894, it pub- 
lished a challenge to toall papers making a similar 
claim to submit to a thorough examination by 
a committee of business men, one of said com- 
mittee to be named by each paper, each party 
to deposit $200 with the understanding that 

each paper which failed to substantiate its 
claim should forfeit its deposit to the State Re- 
lief Commission. Upto this time this challenge 
has not nm met. e actual average circu 
tion for the three months p ing February 
1, 1895, of the Nebraska STATE JOURNAL has been 
—Daily over 000, Sunday over 16,000, Semi- 
Weekly a 30,000, which statement can be 
vel ts office ‘of publication. 


Rich > ety wlhed en 








circulation 

was: Daily 

a ene _ 

= rous mnt ies of Virginia 

Carclina’ Proof of circulation fur- 

aa No objectionable matter 
columns at any price. 

ear ed the leadi 

ittests its v: 

‘medium. » York office, 


Advertisement.—The actual for 
of the Richmond Dispatcs fo 
inde —_, 14,993, Week] 


ue as an adver- 
Tribune 


Pittsburgh, Pa., Commercial Gazette. 
Advertisement.—The Pittsburgh COMMERCIAL Ga- 
ZETTE, —_ oldest established r west of the 
Alleg! a ways been con- 
sidered Z e leadii —y te ublican and favorite 
rot ep seolton ts recent reduction 
in inprice 0 : hog to one centa 7g lg oe still 
its high — of character and 
jm] i ‘rapid nereasing its circulation, 
which for its m dusting February, 1895, 
averaged over zi oon, 
18% averaged 32, 





Can any other special agent tell six stories that will read as well ? 


Birmingham, Ala., News. 

Advertisement.—The Birmingham News offers to 
advertisers what it believes to be the best 
lation in the State of Alabama. 
ers use it to avery much greater extent than 
any other paper in the State, which is proof of 

ts ue among those who know it 

follows | 
uses it wit actual average 
circulation for =: last three months of -rerhcedle -we > 
Daily 6,962, Sunday 9,204, notwithstandin 

unexampled depression in business of all = 
for the last year. 


Mobile, Ala., Register. 

Advertisement. ms = See REGISTER has en- 
pork f te eon I eof | So yuthorn, Alabama, Misc 
port o e ple oO: uthern 
sissippi Western rida. It covers a field 

ay ite hes a population in- 
accessibie through < ag mediums. That ad- 
vertising in it pays is proven by the habitual 
and continued use of its adv oe ——— 


- h oe 
verified at its office of publication. 


Cincinnati, O., Commercial Gazette. 
Advertisement.—The Cincinnati COMMERCIAL Ga- 
ZETTE is admittedly the leading Re Sablionn 
pape per of Ohio. No other paper published in 
ncinnati enjoys relative! 
tion in the homes o' 


u Its average circulation +" the last six 
mouths of 1894 was: Daily 39 nday 49,123, 
iy By coms 49,793, oro oO which statement 

- be furnished ed advertisers at its publication 
office. 





and for its weekly during 
THE NEWSPAPER 
OF ALABAMA sem, 


THE MONTGOMERY, ALA, ADVERTISER 


A Democratic newspaper with me largest circulation of an 
Alabama, and the largest State circulation of any weekly. 


DAILY CIRCULATION, 5,700. WEEKLY, 9,100. 


ESTABLISHED 1828. 





daily in 





Eastern Office : 


If good results from advertising are to be had (and they surely are), our 
paper will give them in Alabama. 


3t & 32 Tribune B’ld’g, New York. 











borooe 


eee 


Additional matter will be allowed at ten cents a word, or nine cents with 


check, and the price includes a copy of the book, issued April 3oth. 


Address 


order, with copy, to American Newspaper Directory, 10 Spruce St., N.Y. 





PRINTERS’ INK. 


American. 
Newspaper Directory 


The Plan of Publication for 1895 is as follows: 


April 4th—First form goes to press. 

April 24th—Printing of last form to be completed. 
April 25th—Deliver last sheets to bookbinder. 

April 3oth—One completed book to each editor’s desk. 


By the above it will appear that it will be possible to receive advertise- 
ments in full position (if the preferred space remains unsold) as late as April 
4th, and that they may be accepted for some positions as late as April 23d. 

The newspaper publisher who intends having an advertisement in the 
Directory has no time to lose. 

Advertisements inserted in the catalogue portion of the Directory— 
opposite, or on the same page with the description—will be 





One Page, .. . «- « $150.00 
One-half Page, . . . . 75.00 
One-quarter Page, . . . 37.50 


Advertisements inserted in position actually among the catalogue descrip- 


tions. 
One Page, . .-. . «= « $125.00 


One-half Page, . . . . 62.50 
One-quarter Page, . . . 31.25 


Advertisements inserted without any specification as to position 


One Page, . - - «+ + $100.00 
One-half Page, . . . . 50.00 
One-quarter page, . . . 25.00 

All special position advertisements will also be indexed in the catalogue 


portion of the book, the page where each is to be found being indicated in 
full-faced type, provided the order is received before that portion of the book 


goes to press. 
Any advertisement can also be found by reference to the general index. 


Bills for advertising are payable in cash. 





Ten per cent discount from the price of an advertisement will be 
allowed for a cash remittance accompanying the order. 








ADDRESS ALL COMMUNICATIONS TO 
Publishers of AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce Street, New York. 





$2 
PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Pe Issued every Wednesday. Subscription 
Two Dollarsa year. Five Cents a copy ; 
Three Dollarsa hundred. No back numbers. 
Tee vabllekere desiring to subscribe for PRINT- 
mrs’ InK for the benefit of cd erm patrons 
plication 
piches, it is always 
Oss n of five hundred 
copies for $25, ora te. 
te If any person who has not paid for it is 
receiving PRINTERS’ INK, it is — some one 
has subscribed in his name vod is 
stopped at the expiration pie the time p 
eer: CTIRCU: ON: A Lp eg of 
the no ng of copies pi rite of every issue of 
INTERS’ INK for a th ll r, pre to be 
laced on file with the itor ‘of the American 
ews) a. irocteey, 0 the circulation 
rated in the A... of that book 
for 1895, ry : t the actual average tone for 
the last year was 17,768 copies; for the last six 
months, 19,875 copies ; for the last yo ———, 
21,223 and for the last four weeks, 22,250 copies. 
Mew York Orrices: No. 10 Spruce Street. 
CHICAGO AGENTS, 
Benxam & Incranam, 26 Evening Post Building. 
BOSTON AGENT, 
.W. F. Moore, Room 2, 10 Federal St. 


NEW YORK, APRIL 3, 1895. 











THE facts regarding a newspaper’s 
circulation are often more interesting 
than its figures. 


THE plain, bold Gothic and Gothic 
condensed still holds its own as best 
and strongest for many kinds of dis- 
play. 

NEwspPAPERS should advertise for 
circulation in other newspapers, and for 
advertising in publications that reach 
the advertiser. 


‘THE newspaper publisher who fails 
to read PRINTERS’ INK every week is 
not making a proper effort to keep up 
with the times. 


A FEW complete series of well- 
selected display type are far better than 
a great number of fonts which have 
been bought at haphazard. 


THE men who write the advertise- 
ments in the best newspapers and 
magazines of the country are the men 
who contribute to these columns. If 
you wish to know more about these 
men, subscribe for PrINTERS’ INK. 


IF every newspaper man would, at 
this time, give an expression of his 
views on the subject of second-class 
mail laws and usages it would make an 
interesting article for his own paper, 
and tend to inaugurate a needed im. 
provement in the direction of postal 
reform. 


PRINTERS’ INK. 


THE newspapers that receive the ad- 
vertiser’s money in the largest measure 
are almost invariably the best news- 
papers, in every sense of the word. 

ADVERTISE a new spaper in dull sea- 
sons as well as in busy seasons. It 
not only keeps up your circulation but 
sets your advertisers a profitable ex- 
ample. 


IN ad setting the first essential is 
clearness, ‘lhe ad is printed to be 
read, and anything that does not help 
to make it easy to read is poor typog- 
raphy. 


THE list of yearly subscribers to 
PRINTERS’ INK was increased by the 
addition of exactly 450 new names 
during the week ending Friday, 
March 22. 


THE advertising expert needs the 
printer and the printer needs the ad- 
vertising expert. The more in har- 
mony they work the better for both, 
and for the advertiser. 


‘THE printer will do well to remem- 
ber that the advertiser finds that plain, 
neat typography, without too many 
kinds of type, pays better than the 
fancy types and effects some printers 
affect. 


THE foreman of every newspaper 
and magazine composing room in the 
country should insist on his ad-setting 
men reading PRINTERS’ INK every 
week if he wants to prove of greatest 
value to his employers. 


THE advertiser’s cool, calm analysis 
of what makes a newspaper valuable 
will go a long way toward making the 
newspaper man see his paper as others 
see it, see his journalistic weak points 
and how to correct them. 

THE reporter grabs the first issue of 
the rival paper upon which he can lay 
his hands, anxious to see if he’s 
‘*scooped.’’ The ad-solicitor wants 
to see it, too, and so does the business 
manager. They want to know what 
their competitors are doing. For the 
same reason the wide-awake newspaper 
man reads every issue of PRINTERS’ 
INK—to see what the best newspapers 
of the country are doing, what induce- 
ments they are offering their patrons, 
what claims they are making. 





PRINTERS’ INK. 


‘* WE place a large ad a few times 
about the holidays but we sincerely 
advise everybody else to advertise con- 
tinually.’” What a grand announce- 
ment this would be for the ad man of 
some of our leading journals, and how 
true. 


THE importance of advertising to 
the well being of a newspaper is so 
great that few newspaper publishers 
can afford to be without PRINTERS’ 
INK, nor to neglect seeing to it that 
advertising patrons are not without it 
either. 


WHEN the advertiser has been se- 
cured and his copy handed in, the 
composing room has great power in 
deciding the question whether the ad 
shall pay or not pay. ‘The well-set ad 
brings business, but the other kind is 
less likely to produce that hoped for 
result. 


Mr. A. M. PALMER, the theatrical 
manager, recently called a meeting of 
brother managers in New York City, 
with a view to forming a union for 
abolishing lithograph advertising. He 
earnestly asserts that the most profit- 
able kind of theater advertising is that 
done through the newspapers. 


THE unnecessary use of capitals in 
advertising is one of the things an en- 
lightened public sentiment is gradu- 
ally relegating to the past. The un- 
necessary capital brings the reader to 
astop when his mind really should 
run on to the facts and figures further 
along in the ad. 


THE successful advertiser knows a 
thingser two about type, and he ex- 
pects the printer to be able to inter- 
pret his ideas correctly. If one printer 
cannot, another can. ‘To learn what 
the leading advertisers of the country 
think about typography the printer 
should read PRINTERS’ INK every issue. 


Every practical newspaper man in 
the country ought to read PRrINTEKs’ 


Ink. Why? Because he will make 
more of a success of his business if he 
does. Newspaper work is a business, 
and the advertising end of it is of more 
than double the importance that it is in 
any other business. The newspaper 
man, more than others, needs to study 
not only how to advertise his own busi- 
ness, but how to advertise the business 
of his advertising patrons. 
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THE New York Recorder sends out a 
chestnut in a box, accompanied by a 
terse statement concerning advertise- 
ments in that paper and reasons why 
they increase and multiply. ‘‘ We 
know this is a chestnut, but it is a 
good one.’”’ These words from the 

recorders caption. PRINTEkS’ INK ex- 
amined the fruit and found it very dry 
—but there was no worm in it. 


CIRCULAR advertisers who desire to 
reach the jewelry manufacturers of the 
United States should write to the 
publishers of the Manufacturing Jew- 
ry 7, 42 Weybosset street, Providence, 

l., for their “* Jobbers’ Hand 
Book.” which contains a complete list 
numbering about 2,000 names. For 
the purpose of impressing on these 
firms the importance of newspaper ad- 
vertising and of inducing them to be- 
come subscribers to this journal, a 
sample copy of PRINTERS’ INK, of the 
issue of May =5th, will be mailed to 
each and every name on the list. 


WHAT a great difference there is 
between different papers in the ease 
with which one can get at the news! 
It often turns the scale for success or 
failure. There must be system in the 
arrangement of the news, apposite- 
ness in the heads, clearness in the 
same, uniformity in the series of types 
used for the successive lines in each 
head. We are creatures of habit, as is 
so often said, and.a man can always 
find the news more quickly in the 
paper with which he is familiar; uni- 
formity of headings greatly facilitates 
the acquirement of this familiarity. 


A SERIES of twenty-six articles will 
soon begin to appear in PrINTE:s’ INK, 
commencing with the issue of Wednes- 
day, May 15, and ending with that 
of November 6, in which an attempt 
will be made to instruct the advertiser 
which are the best periodicals for his 
use when he desires to reach the people 
of the various sections of the country, 
or the classes of people who may be 
addressed through tne columns of trade 
and class journals. The first article 
will deal with the States of the far 
West and Pacific Slope, and take in 
California, Arizona, New Mexico, Col- 
orado, Utah, Nevada, Wyoming, Idaho, 
Montana, Washington and Oregon. 
This series of articles will be finally 
revised and published in book form 
about the end of November, 
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HOW A CLERGYMAN READS THE 
NEWSPAPERS. 


By Rev. Lyman Abbott, D.D.* 


(Pastor of Plymouth Church, Brooklyn, 
N. Y., and Editor of The Outlook.) 

“‘T look at at least two morning 
newspapers, representing opposite sides 
of the great public questions which 
agitate the community. I first hastily 
run over the pages of the journal 
(reading substantially by the headings), 
to see what it contains and to discover 
what there is in it, in which I am 
specially interested. I skip the crim- 
inal reports, the divorce suits, and 
what may be called the sensational 
features. If there is a long account 
of some public matter, interesting at 
the time, I am apt to look at the edi- 
torial page to see if it is not summa- 
rized there. 

‘‘Then I take the paper up a second 
time, reading with more or less atten- 
tion the articles in which I am inter- 
ested, sometimes marking some long 
article, like a great address, for more 
careful subsequent reading. 

‘* The editorials of the daily papers 
of to-day are chiefly valuable for two 
purposes : sometimes they give a sum- 
mary of what is given more fully else- 
where in the paper; generally they 
reflect the point of view of a certain 
class or party in the community. Thus 
I can tell from the New York 77ibune 
what the mass of Republicans are 
thinking on any subject and, measur- 
ably, from the New York Sun what 
the Hill Tammany Democrats, and 
from the Zvening Post what the inde- 
pendent Cleveland Democrats are 
thinking. 

‘*The only value of the ‘headings’ 
in a daily paper for an _ intelligent 
reader is to give him an idea of the 
article, that he may know whether he 
wants to read it or not. But a news- 
paper heading never ought to be print- 
ed as though it were a theatrical 
poster.’’ 

I suggested to Dr. Abbott whether 
it would not be a good idea for the 
daily papers to have printed, at the 
head of each long article, from two to 
four inches of matter, in large type, 
giving asummary of the article. The 
Doctor replied: 

“IT think if any one of our great 
New York dailies would employ the 
ablest, judicial-minded man it could 





* Interview with Geo. J Manson. 
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get, give him two columns somewheré 
in the paper and require him to put in 
those two columns, in brief para- 
graphs, a concise interpretative ac- 
count of the news of the day of which 
the paper had full reports elsewhere, 
so that the reader could run his eye 
down that column and get the gist of 
the news and find out, at the same 
time, what there was in the paper 
which he wanted to know about mure 
fully—this simple feature, well con- 
ducted, would give the paper a large 
and valuable constituency ; but it would 
require to be done with great ability 
and by a man of thorough equipoise 
and judgment. 

‘* The objection to the Sunday pa- 
per is not that it entails Sunday work, 
nor that it keeps people from going to 
church. It does not do the preacher 
any harm to have a competitor that 
puts him on his mettle to do his best. 
The objection to the Sunday paper is 
that it brings the whole current of 
week-day thought and life into the one 
day which ought to be kept free from 
ordinary currents for rest and spiritual 
development. 

‘*T very rarely read advertisements, 
unless I want to know about some 
specific thing; as, for example, if I 
should want to buy a horse I would 
look over the advertisements of auction 
sales. And I often look over the pub- 
lishers’ announcements to see what are 
the last books out. 

‘* As to religious papers, the strictly 
denominational newspaper is, by its 
very nature, a combination of a party 
journal and a trade journal. I do not 
use these terms opprobriously. I mean 
that the function of the denominational 
paper is, as a reporter, to,tell what the 
denomination is doing, and advocate, 
defend and maintain its principles. It 
has the advantage of having a fixed 
constituency which will stand by it so 
long as it does its work well. It has the 
disadvantage of working under these 
limitations and of being compelled, on 
the one hand, to give the greater part 
of its space to denominational affairs, 
from great conventions to minor per- 
sonal gossip, and the greater strength 
of its editorial utterances to the exposi- 
tion and defense of denominational 
principles and policies.” 

Some months since, it will be re- 
membered, the name of the Christian 
Union was changed to The Outlook. I 
asked Dr. Abbott why this change had 
been made and why the paper had be- 














come more literary and less churchly 
in character. He replied: 

‘*No change in character has been 
made except that which is a result of 
development and enlargement. The 
paper is absolutely independent, be- 
longing to no party and to no denom- 
ination. Our idea of religion isa 
spirit of faith, hope and love, applied 
in every relation in life—individual, 
social and political. Ecclesiasticism 
has a comparatively small place in our 
journal for three reasons: first, be- 
cause it would be impossible to report 
and deal with the ecclesiastical details 
of allthe denominations in our journal; 
secondly, because the ecclesiastical 
affairs of each denomination are ade- 
quately treated by the several denom- 
inational journals, with which we have 
no desire to interfere; thirdly (and 
perhaps chiefly), because we regard 
strictly ecclesiastical matters as of quite 
minor importance as compared with 
carrying out the spirit of practical 
righteousness in daily conduct. Our 
object, therefore, is not to deal with 
certain questions which we call relig- 
ious, but to deal with all questions in 
the spirit of Christ. 

‘‘As to the change of name, it was 
due primarily to the fact that there 
are over one hundred papers in the 
United States bearing the cognomen of 
‘Christian,’ and we found ourselves 
constantly confounded in the public 
mind with other special journals, and, 
still more, misunderstood and mis- 
interpreted as an ecclesiastical or de- 
nominational journal. Secondarily, 
the paper had widened its scope, 
and, while it still stood for Chris- 
tian union, it had come to stand for 
much more than that; it had come 
to give, week by week, an outlook 
over the whole world, at home and 
abroad—political, social, literary and 
theological—and we believed that the 
change of title would more truly desig- 

nate the larger sc scope.’ 


It don’t pay to to let your type in 
standing matter get all clogged up 
with ink and dirt; when a might-be 
advertiser is looking over the pages of 
your paper and notices that some of 
the ads are showing to very poor ad- 
vantage because of this lack of cleanli- 
ness, he is quite likely to fear that his, 
should he give you a trial, would fare 
no better. 


+o 
A catcuy word, a line display'd, 
For many have a fortune made. 
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REACH OUT FOR BUSINESS. 
By Joel ‘Benton. 


It seems not only illogical but absurd 
that the printer and publisher should 
not advertise. Why do they proclaim 
and live by a panacea that } te will 
themselves have nothing to do with? 
This is too much like the bald-headed 
vender of an infallible hair restorer, 
who is sometimes seen eloquently ex- 
patiating upon its unfailing virtues to 
the anxious inquirer over ‘the drug 
store counter. In either case it is ask- 
ing too much of human nature to ex- 
pect people to follow a preaching so 
divorced from the preacher’s own prac- 
tice. Printing and publishing, as now 
carried on, have each of them an elas- 
tic field of patronage. The printer 
and the publisher can appeal simply to 
a local neighborhood of their style of 
business; or they can reach out for 
patrons all over the country if they 
prepare themselves for the necessary 
and formidable competition. In the 
provincial town on the Hudson River, 
where I am writing this article, there 
is a printing office which does very 
important work, for a liberal patron in 
Florida, prints a New York magazine 
and books also that issue from New 
York, and is not afraid to compete 
(with its hundreds of fonts of type) 
with any metropolitan office. Now, 
in the ratio that such an office is 
known is the extent of its patronage. 

If a printer or publisher is satisfied 
with what work or patronage he thinks 
will flow to him from a single county 
or two, or from a local district or sin- 
gle commonwealth, he should at least 
make himself, and the advantages he 
has to offer, known through his chosen 
field. It is a knowledge that some- 
body is within easy reach (and the tele- 
graph, mail and express bring every- 
body together now) that creates some 
of the work which is to be done. 
Would people send their collars and 
cuffs from California to Troy to be 
laundered, if Troy’s ability and facili- 
ties in that line had not in some way 
been told on the Pacific Coasi ? 

Neither printing nor publishing rep- 
resent wants necessary to human 
life, as food, raiment and shelter do. 
They, therefore, can be created and in- 
creased by an advertising stimulus. 
Your own share of benefit in supplying 
them—if you are a printer or publisher, 
and are wise and diligent in telling 
your story—can be greatly increased, 
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And this is what concerns mainly the 
individual printer and publisher. Why 
should these two businesses, so allied 
to publicity, not be the very first to 
seek its blaze? If they do conclude to 
seek it, where else will they find more 
filaments that reach out to a public 
that can appreciate what they say than 
in the es of PRINTERS’ INK? To 


subscribe for it will greatly help them 
to put their best foot forward, and to 
learn how publicity is gained. 


PROFIT IN ATTENTION TO 
DETAIL. 


The science of advertising with 
profit appeals to a keen appreciation 
of the value of little things—of details, 
which, insignificant though they may 
appear when viewed singly, determine 
materially, in their accumulation, the 
degree of profit returned for moneys 
expended in printer’s ink. 

It is a practice, all too common with 
advertisers, to write their announce- 
ments for themselves rather than for 
those who will read them. 

Turn the thing about and there will 
rofit in it. 

he reader is essentially the one to 
be considered. He should be studied, 
and that, thoroughly. 

His intelligence, environment and 
requirements should be steadily borne 
in mind by him who would advertise 
with profit, and should influence 
largely the tone, style and general 
character of the announcements which 
bid for his patronage. 

Where this is done, more time, 
thought and labor may be necessary in 
the putting out of a large line of ad- 
vertising than would seem profitable, 
but the results will prove that the extra 
attention is desirable. 

A stereotyped advertisement in a 
dozen or more periodicals representing 
widely differing interests, and each 
with its own particular class of readers, 
is not only the least profitabl2 way of 
seeking business through the medium 
of the press, but exhibits, as well, a 
lack of interest in the matter sure to be 
reflected before long in the attitude of 
the public toward the goods so adver- 
tised. I call to mind a firm about to 
put out a line of advertising in what 
are termed the trade journals, whose 
wares by their very nature find a wide 
field of usefulness. 

There is scarcely an industry repre- 
sented by the trade press in which 
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their use does not play a more or less 
important part. The product is turned 
out in various patterns, each designed 
with special regard to the. different 
service required in these several in- 
dustries. 

The concern has had designed and 
will use, in those papers in which it 
elects to insert its advertisement, a 
stereotyped form of announcement, 
employing an electrotype of uniform 
size in all. This, without more than a 
passing thought as to the profitableness 
or unprofitableness of using such lim- 
ited space in some, and such large 
space in others; without regard for 
the varying cost of the same size space 
in the severa! journals selected and the 
fact that a hundred and fifty dollars 
spent in one medium will prove profit- 
able, while more than seventy-five dol- 
lars put into the columns of another 
would be an injudicious expenditure, 

To make the card suitable for the 
various class of readers it will go be- 
fore, no special reference to any one 
class of trade desired or branch of work 
for which the goods are adapted can 
be made, the announcement perforce 
being limited to a general statement of 
the wares offered for sale and- their 
good qualities superficially considered. 

In this way the same canvass will 
be made Mr. General Manufacturer as 
Mr. Lumberman, the same Mr. Ar- 
chitect and Mr. Hardware Dealer, and 
so on to the end of the chapter, with- 
out the slightest regard for their dif- 
fering individuality and special needs. 

A salesman who went about for 
trade in this way would scarcely be 
considered of much value; why then 
such an advertisement ? 

It is not a difficult matter to see the 
weakness of such a policy. Each ad- 
vertisement should have a special 
preparation, and should be carefully 
thought out before pen is put to paper, 
where the desire is present to make 
every dollar tell in the publicity of 
one’s wares. W. HULL WESTERN. 

—_ +o 


A man who kept bargains for ladies 
Declared trade was going to Hades. 
When the printer he sought 

Divers orders he got 
All the way from Alaska to Cades. 
cad 


WE have two subscribers on our list who 
have paid for the Enterprise to 1900 and one 
to 1914. An attempt to follow the latter’s 
example, though it should fall short eighteen 
years, would be highly gratifying and fully 
appreciated by us.—Groveton (N. H.) Enter- 
prise. 








A WORD WITH PUBLISHERS. 

A public character is a public model, 
good or bad. The private life of a 
common workman brings little direct 
influence to bear outside of his imme- 
diate associates, but the public man has 
no private life. Every word and act 
of his mdlds somebody’s opinion. 

There is no more eminently public 
character than the newspaper. Pro- 
fessedly the mirror of modern thought 
or action, it is in reality the molder of 
it and has in its capacity the making 
or unmaking of any epoch. 

It is necessary therefore for the 
financial good of the progressive news- 
paper that the business world about it 
should be guided with the greatest 
of care and every possible pains be 
taken for the success of that portion of 
it represented in the advertising col- 
umns of the local press. It is poor 
economy to throw obstacles in the way 
of an advertiser, even though he use 
the columns of a hated rival sheet ex- 
clusively. For, in the first place, 
friends make customers, but enemies, 
never; in the second, it is directly to 
the advantage of every newspaper to 

‘have every user of newspapers make 
their use successful. It speaks well 
for general advertising to have it gen- 
erally successful. So, whenever possi- 
ble, give the advertiser a little friendly 
push rather than a set back, whether 
he is a user of your sheet or not. 

But whenever you push the customer 
of another publisher push your own 
twice as much and so keep him a little 
in advance. In this way you not only 
prove advertising to be profitable and 
thus tempt others into the field, but 
you attract them still more forcibly to 
your own medium. All of this gen- 
eral missionary work in connection 
with your special charge means work, 
but remember this is an age of hustle 
and it is the hustling publisher who 
gets there. 

Whenever a new advertiser enters 
the field give him particular attention. 
There are always many watching the 
results of a new venture. The old 
have long ago secured their proper 
places and their success is now regarded 
somewhat as a matter of course. With 
the new it is different. They come 
into the same field occupied by the 
doubters who are watching the results. 

If you were meditating on a new jour- 
nal you would not watch the success 
or failure of the New York Sum for 
your criterion, but of one of the newer 
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sheets established under the same 
modern conditions your own would be 
obliged to launch in. Ditto the adver- 
tiser if he is wise; if not, the world 
will soon know all about his ignorance. 

It should be the pleasure as it cer- 
tainly is the duty of every publisher to 
do all in his power for the good of the 
advertiser. Their interests are mutual, 
future contracts from the advertiser 
and at least a part of the interested 
watchers depending largely upon the 
results of the contract already in hand. 
It is therefore necessary that every 
publisher know how to best serve his 
client’s interests; not the theories of 
the ambitious know-all in his own 
office, but the general principles that 
long experience and application have 
proven satisfactory to the veterans in 
the field; the working rules of special- 
ists, in fact, such as appear in PRINT- 
ERS’ INK. Few publishers have the 
time to give more than a limited 
amount of time to this one subject. 
It is well then to have it boiled down 
ready for use as in PRINTERS’ INK. 

The mechanic who, for fear of 
spending an extra dollar or two for 
tools, gets along with home-made con- 
trivances,is not the one most deserving 
of patronage. Then how about the 
= who depends entirely on his 

ome-made ideas? Every publisher 
enters into a certain contract with 
his advertisers to give a certain serv- 
ice, and he who for the sake of saving 
a dollar or so on the cost of his outfit 
omits the essential text-book of the 
trade he has adopted, is most certainly 
unworthy of the patronage of the pro- 
gressive advertiser. PRINTERS’ INK 
as a text-book cannot be surpassed and 
it has the additional advantage of being 
revised up to date each week. 

WILDER GRAHAME. 

ence 

IF a publisher is asked by a pro- 
spective customer why the latter ought 
to advertise, plenty of good, legitimate 
reasons will at once be forthcoming. 
If that same publisher is approached 
by an agent for a medium appealing 
directly to advertisers he very often re- 
fuses flatly to give, through that me- 
dium, the briefest statement of his 
claims upon their patronage. Overon 





the editorial page of the same paper 
mey be found a conscientiously pre- 
pared attack upon some local politician 
for failing to put into practice the 
principles he claimed to represent dur- 
ing the campaign. 









WHY PR NTERS SHOULD SUBSCRIBE 
FOR * PRINTEKS’ INK.” 
By W. Moseley. 

Every printer should be a Subscriber to 
Printers’ Ink; As advertising, to which 
Printers’ Ink is devoted, is so closely allied 
with printing, its perusal cannot fail to be of 
great benefit to printers. 

In the advertising columns there appear 
“ every week advertisements of printers who 
are attracting trade their way by a series of 
bright, interesting and convincing announce- 
ments of what they are doing for others and 
what they can do. These ads contain ex- 
tremely valuable hints, which incorporated 
into your own advertising would increase its 
effectiveness and trade-bringing qualities. 

Notice these ads I have before referred to, 
as each week they come out in PRiNTERs’ 
Ink. Instead of striving to cover the whole 
field, with the result that the ad is so weak 
from the stretching that it fails to attract at- 
tention, these ads give a description of some 
especially fine artistic piece of work done for 
a customer, and in many cases give sugges- 
tions of what they can get out in special cases. 
A printer who subscribes for Printers’ Ink 
and makes a study of its advertising col- 
umns alone, will soon find his old, dry, unin- 
teresting style of advertising changing to a 
bright, original and interesting style. He 
will find that if his ads contain interestin 
news about printing, people will begin to rea 
them, and he will find new customers drop- 
ping in as a result. 

Any printer who will follow carefully and 
earnestly the teachings of the ‘‘ Little School- 
master in the Art of Advertising,” will in a 


short time be —s the almighty dollar 
r 


with a more delightful 
Try it. 
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SOME SUGGESTIONS FOR PRINTERS. 
By W. Moseley. 

Printers in sinall cities and towns—and the 
same thing may be said of those in large cities 
also—are poor advertisers, if they advertise 
at all. While they have something that is in 
universal demand, they seldom seem to be 
able to make an interesting advertisement. 
One great trouble with printers, although 
they might not admit it, is their lack of en- 
terprise in supplying and getting up really 
artistic work. They say eople won’t pay 
for it.’’ Just the opposite. People do not 
have the opportunity to get it or they would 
soon see the advantage of using that class of 
work. Like really good advertising, really 
fine printing pays, and pays well, both printer 
and customer. 

A reputation for turning out really artistic 
work is a great thing for a printer in these 
days of competition. Business men are grad- 
Sle coming to realize that it’s the best work 
that pays best, and they are consequently 
willing to pay for it. It is human nature to 
want as good, ora little better, than your 
neighbor is getting. 

Supposing a particularly fine job of pro- 
gram, menu or invitation printing is done, 
why not make that job the subject of an ad 
in the local papers, describing the beauties of 
their job and making mention of the fact that 
a specialty is made of this class of work, and 
inviting people to come in and see this and 
other specimens of nice work ? 

ee eas 
THERE’s many a merchant who has been 
On bankruptcy’s dark brink 
Who saved himself in time by keen, 
Wise use of printers’ ink ! 


equency than before. 
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PRINTING OFFICES AND ‘“ PRINTERS’ 
NK,” 
By W. Bob Holland. 

Probably the best reason why the proprti- 
etor of a printing office should be a subscriber 
to Printers’ Ink is found in the fact that his 
rival across the street is a subsctiber, If he 
wants to hear the music he must keep up with 
the band wagon, and if he wantg to hold old 
trade and secure new he must keep up with 
his competitors. If they learn a new wrinkle 
in printing he must learn it too, or they will 
leave him in the race for business. 1f Prin1- 
ERs’ INK were not published, and not a source 
of information for other printers, he might 
not need it. He certainly could get along 
without it and not be in danger of losing 
standing in his business. Since it is an estab- 
lished fact, and since other printers will take 
advantage of it as a means to keep abreast 
with the times, he must needs subscribe for 
and read it on the same principle that he has 
to buy new type that he really does not abso- 
lutely need simply because business men de- 
andl it, and if they cannot secure it in his 
shop they will go elsewhere for it. 

PrinTERs’ INK contains a class of adver- 
tisements which it is worth while for printers 
to see. New ideas in presses, new type faces, 
new labor-, time- and money-saving devices 
and William Johnston's plan of selling inks 
are found in the advertising columns. ew 
ideas of composition are found there also, 
and I know of more than one office in which 
they have been in constant use for months. 

Printers are beginning to appreciate the 
value of advertising, and the lessons they re- 
ceive from the little schoolmaster have taught 
them much about doing this advertising in a 
manner which will insure the greatest returns 
for the amount expended. This is a direct 
saving in dollars that can be counted up and 
figured on with considerable exactness. No 
printer who spends any money in advertising, 
and there are few who do not make such ex- 
penditure in one way and another, can afford 
to be without Printers’ INK. 

There frequently appear in Printers’ Ink 
reproductions of the wording of circulars and 
also copies of the clever ways in which they 
are printed. The printer who uses one of 
these ideas, adapting it to suit a customer, 
will get all the credit of having originated it, 
and if the scheme proves poser tee g which it 
is almost sure to do, for it was because of its 
being tried and found good that it was repro- 
duced, then the printer has made a friend and 
ones customer of the man who may 

ave been a chance patron. In his future 
orders he will favor the man who gave him a 
good idea once and helped work it out. There 
seems no room for doubt that better work 
will come from a printing office where propri- 
etor, foreman and compositors read PRINTERS’ 
Ink. This work will tell in securing orders. 
A poor job not only displeases the man who 
ordered it, but it may drive away any number 
of possible customers who will learn wherc 
the work was done. The better the grade of 
work regularly done by an office the higher 
will be the standing of that office in the local- 
ity from which it has to draw custom. 


RAIN VERSUS SHINE. 
The rain gets all the credit 
For the crops of grain and hay, 
While the sunshine does the growing 
In its steady, smiling way. 
So the salesman’s salary is raised 
For the goods sold in the store, 
While the wily advertisement 
Coaxes trade inside the door. 
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THE ADVERTISING OF ADVERTISING 
MEDIUMS. 


By E. C. Walker. 

Of course the publisher knows that it pays 

) advertise. If he is successful in anything 
more than the smallest of small ways it is 

-cause he has been able to convince adver- 
‘sers that his medium is a good one. In 

ther words, he has secured the patronage of 
ther advertisers by first being an advertiser 
himself. He has made known the merits of 
his newspaper in all ways that commended 
themselves to his judgment. He has missed 
no eqpemaay to bring home to the con- 
sciousness of business men that it is to their 
interest to attract the attention of the buying 
public. He has marshaled figures to con- 
vince them that they will miss a good thing 
if they neglect to place their announcements 
with him. He has told them all the current 
jokes about the graveyard appearance and 
quiet of the store that don’t advertise. He 
has often mentioned how many columns of 
advertisements there are in the Smithville 
Bugle, over in the next county, and politely 
intimated that the business of Johnstown 
would pick up wonderfully if his unrivaled 
sheet was as generously supported by certain 
of the merchants, whom he discreetly omits 
to name. All publishers ~~ the praises 
of advertising, and rightly, and this is what 
makes us wonder why the great dailies of 
some cities refuse to advertise. It is a bad 
example to set. With the thoughtless it 
throws discredit on all the claims which the 
same publishers and other publishers make 
for advertising. 

Necessarily, every live publisher means to 
keep his paper in the front as regards public 
appreciation of its importance. He does 
everything he can to convince his readers 
that his journal -is a great power, politically 
and morally. He must advertise it as the 
best paper of its class. That is legitimate, 
and all expect him to do it, and they are not 
disgusted even if he does make some pretty 
extravagant claims. 

I wonder that the leading literary and 
scientific periodicals do not make more use 
than they do of Printers’ Ink, to let the 
business world know of the advantages of 
advertising through their columns. Certain- 
ly they must realize that the Little School- 
master is a paying medium, or the shrewd 
managers of the great dailies would not pat- 
ronize it so liberally. This is the best pos- 
sible index of its value. When papers like 
the New York Sua, the St. Louis Repudlic, 
the Washington Star and the Louisville 
Courier-Journai so freely invest their money 
in this way, there must be “‘ money in it,” 
for the publishers have not built up their 
journals by advertising regularly where they 
got back less than their investment, or even 
no more than their investment. The most 
fastidious magazine publisher in the world 
might well be glad to have all his advertise- 
ments appear to so good advantage as those 
of the dailies and other journals which tell, 
through Printers’ Ink, of the good they can 
do to advettisers. 

— see 
Write up the churches, 


clubs, and all rep- 
utable organizations in your town once a 
year—tell what progress they have made, 
who some prominent members are—give en- 
tire lists of members if ye can—and you ad- 


vertise yourself to all the people that belong 
to those churches, clubs and other organiza- 
tions. They will subscribe and advertise—see 
if they don’t, 
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ONE WAY FOR PRINTERS TO ADVER- | 
TISE 


Printers — most of them—are anxious to 
have other people advertise, but they don’t 
do much in that line themselves. Their ad- 
vertising may be said to cease after puttin 
an imprint down at the bottom of a “* job. 
Of course, if they happen to be connected 
with a publication of some kind, anad is kept 
standing to fill in an odd hole here and there 
to help out the make-up. This ad tells the 

ublic to come to them for “‘ printing of all 
Rinds, such as letter-heads, billheads, posters, 
dodgers, etc. Prices the lowest in the city.” 
Printers did that way years ago, and many 
of them are doing it yet. They handle the 
work of live advertisers, but are slow to 
learn how to give intelligent publicity to 
their own business. 

Circulars are not particularly good trade- 
bringers, but a printer could use them to 
advantage. Following is a suggestion for a 
circular which ought to bring good returns. 
The paper used should be of a good quality, 
the press work clear and clean, and a nice 
shade of brown ink would look well. Here 
is the wording: 


| CIRCULARS LIKETHIS | 


are one of my ae 
cialties. Please notice the nice quality 
of the paper ; the ink is a pleasing shade 
of brown, and the presswork is just as 
good as an y can do. My price for 
ger circulars like this is $— for the 
my 1,000. Each additional 1,000 costs 

Suppose you sit down and carefully 
prepare matter for a circular of your 
own business, and then bring it to me 
to be carefuily printed. The chances 
are that good results will follow. 

I print everything, and am very par- 
ticular tu do good printing. I promise 
todo your work promptly and neatly if 
it is given to me. 

All my prices are as reasonable as the 
above circular prices. 

0. 8. PICA. 





14 GOTHIC STREET. 








Every issue of Printers’ Ink shows some- 
thing new in the way of putting type and 
borders and ornaments together." Each 
week William Johnston demonstrates him- 
self to be a master of his art. All these ob- 
ject lessons can be learned by printers who 
subscribe for Printers’ Ink. Those who 
don’t read it simply lose that much advan- 
tage. The fifty-two lessons each year are 
well worth $2. Bert M. Mosgs. 


—— +e 
WHEN WE SFF, AS WE NOW DO. 

When we see the Post-Office Department 
making rules which are unjustifiable, un- 
lawful and subversive of the purposes for 
which the post-office was established ; when 
we see the Post-Office Department enforcing 
such rules arbitrarily, assuming to regulate 
the private business of citizens and making 
fish of one and fowl of another; when we 
see the Post-Office Department assuming to 
itself all the functions of accuser, prosecutor, 
witness, judge, jury and executioner without 
right of appeal; then we say that these facts 
point to the existence of a system of black- 
mail, and that the post-office is as much in 
need of a Parkhurst as the police of New 
York City.— The Advertisers’ Guide. 

Never fail to note the prosperity of your 
advertisers. Every improvement, every ex- 
pansion, every trace of business prosperity. 
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THE SPECIAL ADVERTISING AGENT. 
By Foseph Banister. 

As the special advertising agent is an ex- 
tremely rare bird anywhere but in New York, 
few out-of-town advertisers, except those 
who purchase publicity on a large scale, ever 
come into contact with him or have any idea 
of the character of his business. In view of 
this and the many brilliant qualities which 
make him a very interesting ey a 
few things noted in r to him may be 
found worthy of perusal by those who know 
him and those “a have yet to make his ac- 
quaintance. The special agent is to the busi- 
ness department of a newspaper what the 
correspondent is to the editorial end, for 
while the latter contributes to the news col- 
ums the former furnishes highly esteemed 
matter, in the shape of advertisements, to 
the business columns. 

Although the “special” is rarely found 
anywhere except in the metropolis, it is 
seldom that his entrance to the newspaper 
business is made through the New York door. 
A few of his number have been recruited 
from among the ranks of the local advertis- 
ing men; but in the majority of cases, such as 
that of A. Frank Richardson or E. Katz, he 
has graduated from the business department 
of some out-of-town paper and first made his 
appearance on Park row as its energetic rep- 
resentative. Being successful in securing 
advertising patronage for i-, other papers en- 

aged him to act as agent for them and so, 
in the course of time, he is found represent- 
ing a big list of mediums. 

Sate of the larger and more wealthy pub- 
lications have an agreement with their agents 
by which the latter are precluded from ac- 
cepting the agency of other papers. These 
oubiiauions usually pay their agents a salary, 
while the “ special,’ who represents a num- 
ber of mediums, hustles largely and, in some 
cases, entirely on a commission basis. It is 
perhaps not unwise for an important paper 
to have an agent unconnected with other pub- 
lications, for if one medium on any agent’s 
list is discovered to be worthless it can 
scarcely fail to reflect on the reliableness of 
the other mediums comprising the list. 

On the other hand, it must be a consider- 
able advantage to a small and unknown pub- 
lication to have an agent who represents one 
or more journals of importance. Such aman 
must necessarily come into contact with all 
the leading advertisers and have many op- 
portunities to submit the claims of the smaller 
paper to the advertiser’s consideration. An 
examination of the Special Agents’ Directory 
will show that many of the most successful 
** specials ’’ represent lists of papers confined 
to certain sections of the country. Both the 
American Typefounders’ Association and E. 
Katz are agents for papers almost all located 
on the Pacific coast; a .Van Doren’s Agency 
list is largely ——— of Southern journals; 
Roy ¥V. Somerville’s mediums are entirely 
Canadian; F. S. Gray hustles for nothing but 
Hoosier publications, and Henry Bright 
scarcely expscts to be interested in any jour- 
nals published outside of New York State. 
There are two “specials,” however, namely, 
A. Frank Richardson and S. C. Beckwith, 
who do not seem to confine themselves to 
any State or section, as they each represent 
a list of journals published in half the States 
of the Union. 
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“ FuLt many a gem of purest ray serene 
The dark unfathomed caves of ocean bear;”’ 

Full many a bargain goes for days unseen, 
Because the people do not know it’s there. 


PRINTERS’ INK. 


THE PRINTERS’ “CIRCULAR.” 
By W. Chandler Stewart. 

It’s astonishing how narrow printers are 
when it comes to the question of advertising. 
There is nothing spiteful intended in this 
statement, as I was an employing printer 
before I entered the field of advertising. 

The average printer spends days in gettin 
out a most wonderful circular, printed in al 
the colors of the rainbow—and in colors that 
would make the hair of a well-behaved rain- 
bow stand on end. The letter-press of this 
wonderful production tells the same old story 
about how big their plant is, how new their 
type is, and how fast their presses run. Then 

own in one corner they ring in the original 
remark that “estimates will be cheerfully 
furnished.”” When their many-colored pro- 
duction is finished it is impracticable and has 
absolutely no drawing power; it would make 
a good catalogue for an ink manufacturer, 
but the number of impressions per circular 
would break up the most liberal advertiser 
within a month. 

After this feverish waste-basket filler is 
finished, our friend, the printer, sends them 
to the people whose trade he already has, 
and the rest lie around for about two months, 
and by that time the red ink (who ever heard 
of the many-colored circular that did not 
contain red ink?) has turned to a delicate 
flesh tint. By this time the printer is desper- 
ate, so a dirty-fingered ‘‘ devil ’’ is sent out to 
distribute the trade-killers to the nearby 
merchants, but most of them find their way 
into the gutters. 

The reason for this state of affairs is very 
simple—in the printer’s mind. He has an 
idea that circulars are the only mediums that 
should be used in advertising ; that the news- 
paper advertiser takes the y eee out of his 
mouth, and he openly boasts that the news- 
papers, in using circulars to advertise their 
journals, are proving that his theory is correct. 

If — could only realize what a field 
they had in newspaper advertising, many an 


establishment that is now running behind 


would be doing night work. 

Clothing merchants elbow each other in the 
advertising columns of the newspaper ; col- 
umn after column of rival dry goods adver- 
tisements appear on the same page, yet these 
wide-awake men get big returns on their in- 
vestment. What a chance for the printer, 
with no competition in this field. 

Friend printer, have the foreman tap you 
on the head with the mallet. When the new 
light begins to dawn, the first step on the 
right road is to subscribe to Printers’ Ink. 
It will give you more new ideas in one month 
than you ever thought out by yourself ina 
year. When I was an employing printer, I 
took all the “ trade journals,” om I got more 
money-making ideas out of Printers’ Ink 
than I did out of all the other papers 
combined. 

———_ +o —___. 

TELL your readers of every advertising 
success you can run across. Printers’ INK 
is full of such stories of success, and that’s 
one reason the newspaper man should read it. 

——- +o) 
_ FREQUENCY of quotation by other publica- 

tions is an indisputable acknowledgment of 
merit. Judged by this test a commanding 

sition must be accorded to Printers’ Ink, 

or there is no other periodical that is more 

frequently or more widely quoted. Extracts 
from its pages are to be Loon in abundance 
in the columns of the daily press and in those 
of trade journals with hardly an exception.— 
National Harness Review, 

















Tuose who this life are passing through 
Would different methods oft pursough 
And save themselves from fits of blough 
If they the best way only knough. 

The merchants who at ads pough-pough, 
For instance, would the best — oo 
If they'd believe the tale so troug' 

Of how the great successes grough. 
—— +e 
“STEADFASTLY DECLINING TO EXPRESS 
ANY OPINION ONE WAY OR 
ANOTHER,” 


. OFFICE OF THE THIRD ASSISTANT 
PosTMASTER-GENERAL, 
Wasuincton, D. C., March 21, 1895. j 
Mr. Seth E. Thomas, Treasurer of the Seth 
Thomas Clock Co., 49 Maiden Lane, 
New York: 

Srr—Your letter of the r1th inst., addressed 
to the Assistant Attorney-General for the 
Post-Office Department, has been referred to 
this office. 

In reply, I beg leave to say that I do not 
know of any law “that makes it less proper 
for the Seth Thomas Clock Company to ad- 
vertise its business in Printers’ Ink than for 
rival houses to do the same.’’ The Post- 
Office Department, certainly, has never at- 
tempted to put any restraint upon you as to 
this matter, and it does not make the least 
pretension to a right to interfere with your 
business in such a way. So far as the Gov- 
ernment is concerned, therefore, you are free 
to advertise to any extent that may suit your 
purposes, either in Printers’ INK or any 
other publication. 

The decision of the publishers of Printers’ 
INK against the insertion in that paper of an 
advertisement lately offered them by your 
company, is also an affair wholly wonike of 
the control of the Government ; so that if you 
are damaged by that decision, the remedy, 
one sae think, should come from them, 
and not from this Department. 

As to your suggestion that the publishers 
of Printers’ Ink—one of whom, you state, 
is a stockholder in your company—have re- 
fused your advertisement from the appre- 
hension that its insertion might imperil the 
status of that paper in the mails, I must like- 
wise insist that that is something for which 
the Department—never having taken any ac- 
tion in the matter, but STEADFASTLY DECLIN- 
ING TO EXPRESS TO THE PUBLISHERS ANY OPIN- 
ION ON IT, ONE WAY OR THE OTHER—should 
not be held accountable. 

In conclusion, allow me to say—although 
it is somewhat beyond the scope of your in- 
quiries—that the Post-Office Department en- 
deavors to make no arbitrary discrimination 
against ~ newspaper or periodical circulat- 
ing or seeking to circulate in the mails as 
second-class matter when it complies with the 
requirements of the law. If, therefore, 
PrinTERS’ INK be a paper that is clearly en- 
titled to the cent-a-pound rate of postage, 
the Department desires and is bound to pre- 
serve its rights as such, rather than to inter- 
fere with them; if, on the other hand, it 
should at any time be shown that the paper 
is not entitled to this privilege, the duty is 
equally binding upon the Department, the 
same as in every other similar case, to see 
that when copies of the publication are of- 
fered for mailing, they shal’ be charged with 
lawful postage. This, I need hardly say 
again, is not coupled with any right of cen- 
sorship over the paper’s advertisements. 

Seaha, very respectfully, etc., 
ADISON Davis, 
Acting Third Assistant Postmaster-General. 


PRINTERS’ INK. 
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SERMON ADVERTISING. 
Cincinnat, O., March 25, 1895. 
Editor of Printers’ Ink: 

One morning recently the readers of the 
local press were surprised, and some shocked, 
to see in bold, black letters clear across the 
last page of the leading newspapers the 
question : 

WHO IS IN HELL? 

This was an announcement of the subject 
of the sermon to be delivered on the follow- 
ing Sunday by the Rev. Johnston Myers, 
pastor of the Ninth Street Baptist Church. 

The following week a similar ad appea 
in all the papers, announcing the subject of 
the sermon of the same reverend gentleman 
for the next Sunday, the displayed line in 
which was, ‘“‘ Who is in heaven?” The idea 
advertisements was taken up by 
pastors of other churches, and the manage- 
ment of the papers declare that they are paid 
for at the regular rates. 

Soon after the appearance of Rev. Myers’ 
novel ads the reading public was admon- 
ished, by means of another across-the-page 
ad, announcing the subject of a sermon to 
——— by a prominent Episcopal rector, 
that 

THERE IS NO HEAVEN. 

These new and unique announcements 
attracted universal attention and comment, 
and served the purpose for which all adver- 
tising is intended ; that is, of increasing the 
business of the advertiser. 

Samuel Knopf, advertising manager of the 
clothing firm of Knopf & Co., has offered 
prizes aggregating $1 in gold for the best ad- 
vertisements written by a boy under seven- 
teen years of age. A number of productions 
have been received, evidencing the fact that 
a portion at least of the coming generation 
have an appreciation of one of the most im- 
portant of modern arts. W. G. WELBORNE. 


———-¢-- 
THE WAY TO DO IT. 
CHAMBERSBURG, Pa., March 22, 1895. 
Editor of Printers’ INK: 

GENTLEMEN—We speak our appreciation 
of Printers’ Ink by an order for 50 copies, 
to be sent to our patrons. Our only regret 
in the transaction is that we could not make 
it 100 copies. We notified those to whom 
PrinTERS’ INK is to go by postal, as follows: 


Daily and Weekly 


of sem 








Valley Spirit Publishing Co., 
Chambersburg, Pa. 


MARCH 22, 1895. 
We have the pleasure of notifying you 
that, beginning with the current num Tr; 
you will for one year receive PRINTERS 
InK, with the compliments of the Spirit. 
The little ny ou will find interest- 
ing, valuable to the wide-awake adver- 
tiser and wore name, the “ Little 
Schoolmaster.” ‘e trust you will peruse 
| its fifty-two numbers with 
| profit. Yours very truly. 
ALLEY Spirit Pus. Co. 





pleasure and 








We feel sure that long ere the “Little 
Schoolmaster” has finished its fifty-two 
weekly visits the results to our patrons and 
to us will more than justify the outlay. 

Yours sincerely, VALLEY Spirit Pus. Co, 
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WHY SHOULD A PUBLISHER SUBSCRIBE 
FOR PRINTERS’ INK? 
CHARLESTON, III., March 5, 1895. 

Editor of Printers’ Ink: 

To one who has read Printers’ Ink for a 
period extending over a half dozen or more 
consecutive years, the above is not a difficult 
question to answer. He should subscribe for 
it, simply ause he cannot do without it 
and do justice to his business interests. 

I have yet to see t).e first copy of Print- 
ers’ Ink that was not worth, in the actual 
business hints which it contained, to any 
one a portion of whose income is due to 
either the purchase or sale of advertising 
space, far more than the cost of a year’s 
subscription, and I know that the publisher 
who follows closely and judiciously its prac- 
tical maxims for acquiring, retaining and 
thoroughly satisfying his advertising patron- 
age, cannot but find it one of the most bene- 
ficial of his various tools of trade. So con- 
vinced are the Scimitar publishers of this 
fact that they not only read with interest 
every issue of Printers’ Ink, “‘ from the first 
P to the last period,” but they have also sub- 
scribed for a number of copies, which they 
have had sent to those of their patrons whom 
they felt would, like themselves, be inter- 
ested and benefited by the teachings of the 
Little Schoolmaster. 

In the existing close competition among 
newspaper ap se and which every day 
appears to drawing its lines nearer and 
closer, advantage must be taken of every 
opportunity to head off opponents, and there 
is nothing that will so aid in this as the num- 
berless points which every week sparkle in 
the pages of this bright little magazine. 

Printers’ Ink grows brighter and better 
every year, and the publisher who does not 
read it regularly cannot consistently expect 
to keep up with the procession. 

Cart H. Unter, 
Charleston, Ill., Scémitar. 
ee 
OUT OF TH: ORDINARY. 
Bosworth, Mo., March 18, 1895. 

Editor of Printers’ Ink: 

The inclosed advertisement of Heins Bros. 
is out of the ordinary, in that no name, nor 
place of doing business is given. This ad 

















HERE WE. ARE AGAIN: 


To tell you that we will positively save you money 
if you need anything in our line. We can make you 
a Net Wholesale Price on our goods, especially Aer- 
motor Windmill«. Watertanks, Tank Heaters, Feed 
Grinders, Steam Feed Cookers, Wagons, Plows. 
Harrows, Caltivators, Pumps Waterpipes, all sizes. 
We carry everything in the implement line, also 
have the best Clover Seed. Come and price our 
goods before you buy. 














has appeared in a number of our papers. 
What oes think of it? 
Burton I, CLark, 
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A FINE ASSORTMENT. 
Mrnneapois, Minn., March 19, 1895. 
Editor of Printers’ Ink: 

Talk about diversity in farming in North 
Dakota. Here seems to be a diversity in 
“trading” worthy of note in the “ Little 
Schoolmaster ”’ : 


J. J. GOKEY. 
Groceries, Boots and Shoes, Guns, 
ardware, 
Pumps, Harnessmaker, 
Dentist, Photographer. 
| Teeth Extracted without Pain. 
Shoes Mended While You Wait. 





ee cnt : j 
It is an ad clipped from a Dawson (N. D.) 
paper, and shows the peculiar conditions into 
which business men drift in a small country 
town. Yours truly, C. E. Bennett. 


THE BEST PAYING SPACE. 
“Tue Democrat.” 
Established 1856. 
LeCrone & Mechler, Props. 
ErrincaM, IIl., March 18, 1895. 
Editor of Printers’ Ink: 

We are running a “ Thoughts on Advertis- 
ing” department in the Democrat each week, 
selecting such articles from Printers’ INK as 
we think suited to this city, and crediting 
them to the Little Schoolmaster. The same 
thing may be done in other places, but we 
have not seen a paper gubliceed elsewhere 
that carries out the idea as wedo. This new 
department is “ taking,’’ and we think will 
soon be the best paying space in our paper. 

LeCrone & MECHLER. 


snsscsanih acting 
A LOVER OF ADVERTISEMENTS. 
Rockvixtg, R. I., March 18, 1895. 
Editor of Printers’ Ink: 

I am a lover of advertisements and would 
like to help along the great cause. I would 
like to let myesll to some large, reliable firm, 
to advertise his business by dressing myself 
in some novel way to attract attention, and 
walk over some route (preferably the New 
England States and Eastern New York), and 
let myself be seen by the public, and thus ad- 
vertise the firm. At intervals we might get 
a puff from the newspapers saying So and 
So’s traveling ad had passed that way, amd 
in that way get a free ad. Now if there is 
any firm that wants to get lots of advertising 
for a small amount of money, let them hurry 
themselves and make a contract for the same 
at once. Yours for business, 

Wa ter L. Burpvick. 


signees nl aaned 
SOME BOSTON SPECIMENS. 
Boston, Mass., March 25, 1895. 
Editor of Printers’ Ink: 
On Dartmouth street, in this city, I notice 
the following sign : 


RHEUMATIC PLASTERS 
AND 


JUSTICE OF THE PEACE. 
~ Over a display of night shirts an Allston 
men’s outfitting store has this sign: 

} WHEN YOU HAVE | 
| THAT TIRED FEELING” 
| TRY ONE OF OUR NIGHT SHIRTS. 


Amos W. Ripgout, 
7 St. Paul Street, 














LIKE HE DOES HIS TESTAMENT. 


LoursviL_e, Ky., March 4, 1895. 
Editor of Printers’ Ink: 

One of the best ways for printing and pub- 
lishing establishments to advertise is to do 
their work in such an excellent manner that 

ach job they turn out will be an advertise- 
nent in itself. This idea is not always ap- 
plicable, though, from the fact that some cus- 
tomers think they know exactly how the job 
should be done, will give explicit instruc- 
ions accordingly, and the consequence is 
that the work will please the customer, but 
will be a reflection on the office. Printing 
ffices would do well to have Printers’ INK 
ent to such customers for a year. There is 
.ardly a printing and publishing house that 
loes not, during the year, do a large amount 
f “house printing,” which is used in the 
ransacting of its own business. This sta- 
ionery, etc., necessarily reaches the public 
ye, and is either a good or bad advertise- 
nent for the office. t every printing office 
nake it a point to do the printing that is done 

r its own use—the best they know how, al- 

ays on good paper and in the most attract- 

ve form. That is really the best way to 
idvertise a printing office that I know a I 
elieve that the daily or weekly papers could 
e used to advantage in builuing. up the 
vusiness of a printing and publishing house. 
he newspaper reaches the very class of 
eople from whom printing offices expect 
vork, and if a six-inch single-column ad 
vere inserted daily or weekly during the 
ear good results would undoubtedly follow. 
t would be necessary, however, to have the 
ds well written, calling attention to one par- 
cular class of work at_a time and quoting 
prices when possible. Other classes of busi- 

ess profit by enya ped advertising, and I 
<now of no reason why printing offices should 
1ot. Prinrers’ Ink should be in every print- 
ing office in the land, and where every com- 
positor and printer connected with the office 

in have free agcess to it. There is not an- 

ther periodical published in the world where 

) many good ideas, useful to printers, can 
be found. Every page of Printers’ Ink is a 

tudy for the printer, and especially the ad- 
vertising pages. The advertisements which 
ppear in Printers’ Ink are written and set 
ip in the best and most attractive manner, 
nd a printer who reads a copy of PrinTERs’ 
ink from cover to cover without gaining in- 
formation valuable to him would be very dull 
indeed. The introduction of Printers’ Ink 
into a printing office is always a means of 
introducing new ideas of great benefit to the 
ffice. 

I was talking to one of the members of an 
electrotyping firm, not long since, and inci- 
dentally mentioned Printers’ INK. He said: 
‘Oh! yes; I get Printers’ Ink every week 
ind I study it like I do my testament.” 

CuHarves A. WOOLFOLK. 
— +o 
YES. 
Office of “‘ Tot WHEEL | 





anD CyciinGc Trapt Review,” 
21 Park Row, N. Y. 
F. P. Priat, proprietor. | 
New York, March 25, 1895. } 
Editor of Printers’ Ink: 

What do you consider a till-forbid contract ? 
If a firm places a till-forbid contract, can the 
publisher discontinue at his option as well as 
the advertiser? Very truly yours, 

F. P. Priav. 
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AN IDEA ABOUT SPECIAL POSITIONS, 
Boston, March 4, 1895. 
Editor of Printers’ Ink: 

I believe that publishers of daily and 
weekly papers are working themselves a 
great injury and bringing about a state of 
things which will, in time, depreciate the 
value of their advertising space by being too 
accommodating to the advertiser. At first 
thought it would seem as if this idea would 
not find favor with the advertiser, but when 
I vn é that I think that he, too, will be a loser 
in the long run if different tactics are not 
adopted, perhaps he will condéscend to listen. 
As you know, in most newspapers the adver- 
tiser is allowed to take up any space he de- 
sires, in almost any shape, so that the letter, 
say, of the famous London correspondent is 
zigzagged in and out and round about just as 
the case demands. Now the reading matter, 
it is fair to suppose, is what you bought the 
pe for, and it would seem asif it ought to 

ave the prior claim. The reader ought to 
have some rights, it seems to me, which the 
publisher should be bound to respect. The 
advertiser would be the gainer rather than 
the loser if the publisher would have a little 
more respect for his own columns. In a 
crowd, where every one is shouting at the 
top of his voice, no one is heard ; but let par- 
liamentary rules obtain and each one gets a 
hearing. If the paper was published pri- 
marily for advertising purposes, then the 
case would be exactly the reverse. If the 
publisher made the advertiser keep his place, 
as he does in the magazine, for instance, 
would not that paper be considered the more 
desirable, be more sought for, and, conse- 
quently, would the advertiser not be the 
more anxious to ge« in, and would not less 
space serve him better than larger space does 
now? Is not Printers’ Ink itself an evi- 
dence of the truth of my argument ? 

mos W, RipEourT. 
~actlliinn 
A THEATRICAL AD. 
Cananpaicua, N. Y., March 25, 1895. 

Editor of Printers’ Ink: 


I don’t know wuether the idea of a rocket 
for advertising purposes is old or new, but I 
know it was very successfully used by the 
Maude Williams theatrical company here. 
After announcing from the stage for several 
evenings that they would send up a rocket 
with ten matinee tickets attached, they had 
an immense crowd of old and young at the 
appointed place and at the appointed hour. 

any people who did not know why the 
crowd collected stayed to see the fun. Asa 
result there was a big sale of matinee tickets. 

C. W. DaruinG. 


—— +0 
SECOND-CLASS LENIENCE, 
“THe ROCKVILLE JOURNAL,” t 








Tuos. S. Pratt, Editor and Proprietor. 
Rockvitie, Conn., March 25, 1895. 
Editor of Printers’ INK: 

In connection with your remarks concern- 
ing the unjust rulings of the Post-Office De- 
partment, we ~ to call to your attention a 
case of second-class lenience which we think 
you have not yet noticed. The publication 
called Our Times, a copy of which we in- 
close, is published to the extent of some 30,000 
copies. It appears to be in favor in Wash- 
ington, in spite of the fact that it admits no 
outside advertising, and nearly every month 
has a supplement filled with the ads of books 

ublished by E. L. Kellogg & Co., of No. 61 
fast Ninth street, New York. 
Tuos, S. Pratt. 
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WANTED A SORREL TOP GIRL. 
VinecanpD, N. J., March 19, 1895. 
Editor of Printers’ Ink: 


Knowing that your paper has always taken 
notice of original advertisements, or anything 
“out of the common,” I beg to inclose the 
following : 


WANTED AT ONCE, 
to take charge of our special delivery wagen, 
A BRIGHT-HAIRED 
YOUNG LADY 
Competent to drive a pair of snow-white 


“ponies, very gentle. Apply by letter or in 
rson no ‘Lin than Wednesday, 20, 
oo nae the hours of 9 and 10 A 


BERNSTEIN, 


CLoruigER, FuRNISHER, HATTER AND 
50 N Newark Ave., J. Cc. 





I think the advertiser made a huge mistake 
in not having the ponies to match the young 
lady’s hair—that is bright colored ponies, 
what the dealers call “sorrel.’’ Of course it 
would be too much to expect a young ae to 
wear white hair to match the ponies. 





—— 
CUT THIS OUT. 
SPRINGFIELD, Ohio, March 23, 1895. 
Editor of Printers’ Ink: 

I want to raise an objection to the cut-this- 
out-and-return-it_ ad. think I have a good | Y. 
reason for objecting to this sort of an ad, and 
I believe advertisers will agree with me. 
Suppose I am the publisher of a paper and 
take great pride in making the paper attract- 
ive and of permanent value to my readers. 
I get one of these ads and insert it at the 
same time that the publisher of some rag of a 
paper does, and some one who reads both of 
them concludes to take advantage of the offer 
made in the ad. He, of course, cuts the ad 
from the poorest paper, in make-up and qual- 
ity of contents. There is always some check 
number or key letter attached to these ads, 
so that the advertiser can know where they 
come from, and in a case of this kind the 
poorest paper gets the credit, while the good 
paper is not heard of. 
am led to make these remarks from hear- 
ing a conversation going on in a composing 
room on this very subject, and it struck me 
that the drift of the conversation was from a 
common sense view of the matter. 

The aim of the advertiser is, of course, to 
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discover what mediums pay best, and if all 
his ads are in high-class __om he will find 
out, but in these days, w poorly printed 
papers on poorer p —e are thrown into every 
post-office box in the country, the high-class 
paper does not get a fair show, for it is just 
these fake papers that catch a good many such 
ads. MiLver Purvis. 


———__<+@e—___ 
HOTEL NUMBERS 0. K. 
Tue Eacie Hore, Gettysburg, Pa. 
W. T. Ziegler, Proprietor. 
GetryssurG, Pa., March 21, 1895. 
Editor of PRINTERS’ ie: 
I think your hotel numbers of Printers’ 
Ink have offered first-class suggestions for ad- 
vertisers, and should be a by hotel 





men. T. Z1gGLER. 
WE may have type, and ink, et cetera ; 
And burn the midnight taper ; 


But unless the advertising comes, 
€ cannot run our paper. 
bere 





Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified posttion—tf granted. 
Must be handed in one week in advance. 


STAMES ESR PPRLER WARNE 


THE WAVE, San Francisco, Cal., the 

sotng  ¢ 

ine fdr World ig, New 7 “13,000 
k, N. Y., sole agent. 

Pia, straightforward printing (ike PRint- 
ERs’ Ink, for instance)—that is the kind you 
want; that is the kind that pays; that is the 
kind I do. Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce St., New York. 
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To prevent mutilation of 


= 4 "Ou Tk ill 
wine. Ounce used w 
ERFEGT ways be in@emand. 
AGKAGE its wi — in every 
i com: 
ROTEGTOR _. rite for samples. 
A NOVELTY Mra. Co., 
239 Fi) Broadway, New York. 
Gostaest licited for ping in any 








PLE co} —< our 
conten # papers 
able . 


Send Sains rom" the let, and 


oul Tecerve TEeetands 6 o aot su bers. 
"they're ‘good also for other business pur- 


‘SEND FOR ticulars and free samples. 
ve Goodwin, 1 1215 Broadway, New York. 












1 Madison Ave,, N. Y. 





STEREOTYPING need not 
deter you from purchasing a 


‘‘New Model,”’ 


for we can make ALL the plates and 
run the press as well. 


Campbell Printing Press & Mifg. Co. 


334 Dearborn St., Chicago. é 
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Pardon My__-—— 
Apparent Persistency. 


New York, March 4, 1895. 
\ HE POST-DISPATCH, Sr. Louts, Mo. 
Mr. G. W. Jones, Business Mgr. 
ear Sir: 


Please accept thanks for your kind | 


favor returning the circulation statement 

hich I have sent in to the American News- 
paper Directory and have every rcason to 
believe will be accepted as satisfactory 
end thus secure for the Post-Dispatcn the 
proper and exact rating in italics immedi- 
ately following description of the paper, 
ithout charge. This, as I have previously 
ated, will be worth a great deal to the 
)per, as it will double the previous rating 
n Daily as well as on Sunday, and in addi- 
tion to that, it will carry with it the guaran- 
tee of correctness under a $100 forfeit. 

In justice to the American Newspaper Di- 
rectory and its red-tape methods-I would 
like to say that, to my mind, Mr. George P. 
Rowell, the publisher, is not only the fairest 
man in the business, but goes to more trouble 
and expense, with the honest aim to get at 
the truth, than any man corset of men in the 
business of directory making. His guaran- 
tees alone amount to $100,000 a year, which he 
stakes upon the trath of his ratings. So you 
see, it must, per se, make him careful as to 
the manner, method and make-up of the 
statewents of circulation coming to him 
from so many sources, If he were not exact- 
ing in this particular, his guarantees would 
cost him annually thousands of dollars. No 
other directory has ever dared to do what he 
does. This is why his ratings are so highly 
thought of. The ancient idea that ratings 
in this directory can be “bought up” by 
an advertisement in it has long been ex- 
ploded. No “patronage,” so called, is neces- 
sary to secure honest and exact recognition. 
If a publisher knows what his circulation 
has been and will tell—and tell in a way that 
will preclude any doubt about the period the 


J 
0 


statement covers—the statement will be ac- | 


cepted in absolute good faith and Mr. Rowell 
will bank his money on the truth of it. In 
view of the foregoing, I trust you will pardon 
my apparent persistency in writing and tele- 
graphing you so frequently. I was particu- 
larly anxious to place this directory in pos- 
session of the facts and figures that would 
compel it to accord the Post DISPATCH a cor- 
rect rating in the issue for 18%, which wil] 
come out within a few weeks. 
Believe me, with cordial esteem, 
Your obedient servant, 
8. C. BECKWITH. 


TE AMERICAN NEWSPAPER DIRECTORY FOR 1895 | 


WILL BE READY FOR DELIVERY TO SUBSCRIB- 
ERS EXACTLY FOUR WEEKS FROM TO-DAY. 
Price, Five DOLLARS. 


Address orders to 
GEO. P. ROWELL & CO., Publishers, 
10 Spruce Street, New York. 
April 3d, 1895, 
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The Banker 
and Tradesman 


because fifteen thousand business 
men pay $5 a year forit. They 
keep it on file, ‘They read it. 
They can’t do without it. Fifteen 
thousand solid Massachusetts 
citizen, who have money. 

‘« The Banker and Trades- 
man,”’ published Thursdays, 
Send for sample copy and rates. 


The Banker & Tradesman Co. 


220 Devonshire St., Boston, Mass. 














The ‘‘Average’’ A 


Printer 


does fairly well with hand- 
bills, sale-bills and 
dodgers, but he is 
| generally a dead 
failure when it 
| comes to Booklets. 
| The printing of 
| Booklets is partic- 
| ular work, and so 
is the writing of them. I do both, } 
I will write and print 1,000 8-page 
Booklets for $25. The price for 
5,000 is $45. First-rate linen pa- 
per will be used, and the Book- 
lets will fit a 64 envelope. 










If the printers in your elty are the “ aver- 
age”’ kind, I solicit your work, and I promise 
to do printing that will be a credit to both 
you and me, and that will build up your busi- 
ness. Tell me where you live. I want to 
send samples of these eight-page Booklets. 


WILLIAM JOHNSTON, 
Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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THE 


Hearthstone 


f 
. 
. 
. 
* 
. 
. 
. 
. 
3 
: has a larger paid-in-advance circulation 
{ than any similar publication. 

PPS ' 

Guaranteed Monthly Circulation 


600,000 Copies. 
THE 


Hearthstone 


pays advertisers better in proportion to 
‘ cost than any similar publication and 
{ should be on the list of every advertiser 
doing business by mail desiring to reach 
people living in small Cities, Towns and 
Country Villages. 

For rates and other information ad- 
dress any responsible agent, or 


THE HEARTHSTONE, 
285 Broadway, New York. 
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RATATAT 
CALIFORNIA 


is the greatest fruit- 
growing State in the 
Union. 


SAN JOSE, 


called the “Garden 
City,” is in Santa 
Clara County, the gar- 
den spot of the State. 


THE 


SAN JOSE MERCURY 


is the leading daily 
paper, and completely 
covers the County, 
which is larger than 
the State of Rhode 
Island. 


Se i i et ee 








j 





OLD ADVERTISERS 


(Those with experience) seldom need 


prompting to use 


ooo | MIE... 
VICKERY & HILL 
soo ST... 


You'll find them all in there—and their 
experience is uniform. 


The Vickery & Hill List ‘‘ Always Pays.’’ 


Publication Office, Augusta, Me. N. Y. Office, Temple Court. 
c. E. ELLIS, Manacer. 
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Are you 


a business man who reads a religious paper to help in 
your Sunday work? If so, you know how good it is for that pur- 
pose. Have you ever tried how helpful it can be in your week- 
days’ work? Your wife reads one and so do many other wives. 

If you are an advertiser it will profit you to know about 
these papers. Of long standing (19 to 74 years) and influence; 
with readers who believe in them; different fields; each strong 
in its own. They have exclusive control in over 220,000 fami- 


lies able to buy what they want. 
The Sunday School Times 


Put 








Put 
Them 
On 
Your 
List 


Write to us for 
fuller particulars. 





It 

On 

Your 

List 
yy 


44 cent per line for 
1,000 copies issued. 


Sunday School Times 
PHILADELPHIA. 
Lutheran Observer 
Presbyterian Journal 
Ref’d Church Messenger 
Episcopal Recorder 
Lutheran 
Christian Instructor 
Christian Recorder 





Over 220,000 Copies 
Religious Press 


AVERAGE FOR 1894, 


..161,342.. 


COPIES WEEKLY. 


RATE: 
80 CENTS PER LINE 
For One or More Times. 








Write to us for fuller particulars. 


Religious Press 
Association 


Association 
Phila 


-_= = 


Phila 


¥ aS 
WAN 





SUUUOO ONTO e eee ees 
They Pay Advertisers! 


‘* Having carefully watched the returns 
from my advertising in all the Dayton papers and kept track 
of the returns from the same, I can unhesitatingly say, that the 
EVENING News proved by far the best advertising medium in 


the City of Dayton. The returns from the EVENING NEws 
excelled those from the other papers combined, and to any one 
desiring the best advertising medium in Dayton I would cheer- 
fully recommend the EVENING NEws as such.’’—£xtrvact from 
Advertisers Letter. 


COMBINED CIRCULATION, 


14,000 Daily 
4,500 Weekly 


Dayton, ono, Times, 
Evening News, 
Weekly Times-News 
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For further H. D. LA COSTE, 

information 38 PARK ROW, 9 ————_———" 
address. NEW YORK. 
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No Inks Ever Made 
Go Farther Than Mine 


and the scrapings of the bottom of the barrel 
make a better ink than some sold by my 
competitors at twice my prices. 





KNOXVILLE, Tenn., March 21, 1895. 
Mr. William Johnston : 

The Woman's Edition of the 777+une was printed from half-tones to solid 
black cuts, with the famous Johnston 4-cent ink. Although we printed ten 
thousand 36-page papers, not over four inches out of the upper half of our 
500-pound barrel disappeared. 

Johnston ink is good enough ; it lasts well. 

Yours truly, 
Jno. S. VANWINKLE, Manager. 
The Knoxville 77ijune, Daily, Sunday, Weekly. 


CLEVELAND, O., June r4th, 1894. 
Mr. Wm. Johnston : 

I had your ink run upon one press alongside of another press using a much 
higher-priced ink, and compared results carefully. There was no appreciable 
difference in the output, your ink printing as many copies of the World per 
pound of ink used; and the color and general qualities were just as good. 
The superintendent of our press-room, a first-class man, was skeptical before 
the ink was tried, but afterwards expressed his complete satisfaction with it. 

Yours very truly, B. F. Bower, 
Vice-President and Treasurer and Manager of the Cleveland Word. 

Since writing the above the CLEVELAND WORLD has used SEVEN TONs 

of my Ink. 


STUBENVILLE, O., March 21, 1895. 
Wm. Johnston : 

An ink man told me I would never buy any more of your news ink after I 
got to the bottom of the present barrel; he said I would be compelled to throw 
one-third of the ink away ; but we are now at the bottom of the barrel; the 
evidence of what we found there is best told by our check inclosed for another 
barrel. Send at once a barrel of heavy ink for summer use. 

Yours truly, 
W. W. MacKay, Proprietor. 
The Evening and Weekly Star. 


Send for my beautiful Price List in five colors. 


ADDRESS 


WILLIAM JOHNSTON, Manager Printers’ Ink Press. 
10 Spruce Street, New York. 
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Printing Inks! 
FOR CASH WITH THE ORDER. 


WARRANTED TO BE THE BEST THAT MONEY CAN BUY. 


FOR TEN TIMES THE PRICE 
NO BETTER INKS CAN BE HAD. 
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NEWS 


500-pound Barrel at 4c., $20 00 
250-pound Barrel at 4}éc., 11 25 
100-pound Keg at 5c., 5 00 
50-pound Keg at 5ic., 2 75 
25-pound Keg at 6c., 1 50 


To make certain that the ink 
will be exactly right all that I 
need is to see a copy of the paper 
to be printed, to know the kind 
of press used and the tempera- 
ture of the press-room; and, 
most important of all, A CHECK 
WITH THE ORDER. 








JOB) 


Four %4-pound Cans for One 
Dollar, best Job Blacks or any 
color wanted : 





| Except Cooms ne, Bronze Red, V 

let, rple, and Five-dollar Shack. 
| For Four \-pound Cans of these 
send Two Dollars. 





For %-pound cans send double 
the price. 

For 1-pound cans multiply the 
price by four. 

For more cans and more col- 
ors send more money. 

For bigger cans send a BIG- 
GER CHECK. 


The goods are delivered at any railroad, express office or steamboat in New York City, 


I have no specimens. 
match them. 


I keep no books. 


SATISFACTION IS GUARANTEED. 


When I assert that the INKS I SELL ARE THE BEST IN 


THE WORLD I mean just what I say. 


cost more than the Inks I sell. I am a good printer. 


meaning of words and all that I say is true. 


Address WM. JOHNSTON, Manager Printers’ Ink Press, 


and satisfaction is guaranteed. Printers who will give the pressman half the amount they 
save in buying of me will learn that the goods I send are the best he ever used. 


Send your own specimens and I will 
I get the CASH IN ADVANCE. 


No Inks are made that 
I know the 


10 Spruce Street, New York. 
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Johnston’s Job Inks Are 
the Best in the World. 





OPINION OF AN EXPERT. 





Tue Lotus Press, NATHAN Bros., 140 W. 23D STREET, New York. 
Experts in Typography. Telephone gta! st. t 
OVEMBER 8, 1894. 

Mr, Wm, Jounston, ro Spruce St., N. Y. Crry. 

Dear Sir—We are getting our inks from you and have given you some severe tests, We 
did not think it possible that there could be such a vast difference in the prices of the same 
grades of ink, and if you had not made your statements so emphatic in your Printers’ Ink 
ads, we might still be paying three prices for the identical goods we are now buying from 
you. On our work we require printing inks of the very finest age reyardless of price, 
consequently our first order was given with considerable doubt. e understood your agree- 
ment to refund the money if not satisfied, but we did not want the annoyance of an unsatis- 
factory experiment, e:tailing waste of time, ruffled temper, and loss of confidence in human 
nature. However, we made the experiment, and the result is you are now supplying us with 
all the inks we use. We formerly had a great deal of trouble with some brown inks, and are 
happy to say, that while all the inks we have bought of you are entirely satisfactory, the 
brown is superior to any we have ever used at any price. We have always contended that 
** the best is good enough,” and we are satisfied that yours is the best. 

Yours very truly, Tue Lorus Press, per P. N. 





In a recent advertisement in PRINTERS’ Ink, Charles Austin 
Bates, the ad-smith, in commenting upon his facilities for com- 
piling, writing, arranging, illustrating and printing catalogues 
and booklets, said of the Lotus Press: 


“THerRE ARE No BETTER PRINTERS THAN THESE.” 





Mr. Fred. C. Ringer, Secretary of the Geo. P. Rowell Ad- 
vertising Company, whose reputation as a connoisseur of art 
printing stands very high, was recently heard to assert, after 
looking over a handful of specimens, productions of the Lotus 
Press, that he had rarely seen a collection that would compare 
with them in beauty of design and perfection of workmanship. 

Of good common sense fine printing, it is probable that no 
one in New York does more or better than I do myself, I, 
William Johnston. But for chrysanthemum shades, odor of the 
otto of rose, and for gold lacquer finish, I yield the palm to the 
Lotus Press, and doubt if their superiors are to be found in all 
America. Those who have never seen specimens of the work 
of the Lotus Press ought to send for some; they may not be 
forthcoming, but the chance of getting them will be worth more 
than the cost of an application. 





No black ink was ever made that I cannot duplicate at a dollar a pound ; 
and I sell four ounces of carmine for fifty cents, of highest grade ever known! 
But cash has to come with the order. 

Address, with check, 

WM. JOHNSTON, Foreman of Printers’ Ink Press, 
10 Spruce Street, New York. 
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$8.08 AS AGAINST $28.10 


In marked contrast with the careless, smudgy-looking ink circular which 





the Appeal took occasion to comment upon a day or two ago is one just 
received from William Johnston, a New York dealer in printers’ inks. It 
is as bright and pretty as a May-day queen. The cover, which is handsomely 
designed and printed in four colors, is a tempting inducement to any one to 
pick up the book and examine its contents, whether they are interested in 
printing inks or not. The introduction is written in plain, business-like lan- 
guage, the price lists are conveniently.arranged under separate headings, and 
several pages of testimonials at the back are clinchers to the preceding argv- 
ments, which have led the reader up toa point where the next step is almost 
certain to mean an order. Mr. Johnston’s catalogue looks well, reads well, 
and it will sell inks. Mr. Johnston and PRINTERS’ INK are welcome to what 
additional benefit there may be in the statement that it was the clever and 
convincing advertising done in that favorite little trade journal that first 
induced the management of the Affea/ to place a trial order, and the report 
now comes from the job and press-rooms that the inks are giving perfect satis- 


faction.—Laditorial in Marysville (Cal.) Daily Appeal, Jan. 23, 1895. 





Office of Perris Printinc Company, 
Publishers ‘*‘ New Era,” 
The Leading Weekly of Riverside County. 
Perris, Cal., Jan. 28, 1895. J 
Wm. Johnston, 10 Spruce St., New York: 
Dear Sir—The 100-lb. keg of ink came to hand last Monday in excellent condition. 

The ink is very satisfactory and far ahecd, in fineness and body, of that which we have been in 
the habit of paying 25 cents per pound for. A saving of $20 in roo pounds of superior ink is 
something which should open the eyes of all printers. Here is the difference: 

too Ibs. of Johnston’s ink, Y 100 Ibs. ink from San Francisco, . $25.00 


Freight from New York, 3.08 Freight and P. O. Order, 


$8.08 
A clear gain of $20.02 on 100 Ibs. of ink! I am, yours respectfully, 
JAS. GEO. CLEVIOR, Foreman New Era. 





Send for my beautiful Price List in five colors. 





ADDRESS 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 





.. The.. 


Chicago 
Dispatch 


OFFICIAL PAPER OF THE 
= CITY OF CHICAGO, 


AND THE OFFICIAL, PAPER OF COOK 
COUNTY, ILLINOIS, 


The DISPATCH has broken all journal- 
istic records and to-day occupies a position 


among the Chicago afternoon dailies, as to 


has never been equaled save by one other 





newspaper. 
The DISPATCH is a live paper for live 


readers. 
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=| circulation and advertising patronage, that 


= =| Are You a Live Advertiser? 
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NEW ORLEANS 


<= HAS JUST COMPLETED 


One of the finest systems of Electric 
Railways in the World a——__ 


viv THE ADVERTISING © 


aS 
eo 


ONTROLLED BY 


arleton & 5s 
Kissam § 


FROM APRIL fst, 1895. 


FOR 


% 


RATES APPLY TO 


50 Bromfield Street, Boston. 
Postal Telegraph Building, N. Y. 
Hennen Building, Carondelet and Common Sts., New Orleans. 


% 


9,000 Full-time Cars. 


54 Principal Cities . 


. United States and Canada. 
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The Detroit Suns. 


ILLUSTRATED. SUNDAY. 
98,920 
98,632 
99,756 
April 28 102,621 
. = ers . 104,002 May 
May May 
“May 14 May 
May May 
June June 
PANE 6.......+0 F09018- Fune 
JAMS 26........+000. 103,962, June 
June 92,781 June 
June 98,714 July 
July 99,728 July 
July 92,998 July 
July 101,604 July 
97,728 July 29 
August 5 
August 12 
August 19 
August 25 August 26 
September 1.... September 
September 8.... September 
September 15.... September 16 21,216 
September 22.... September 23 24,781 
September 29.... September 30 24,615 


2,544,700 : L 
Average weekly circulation Average weekly circulation 
for the past six months, forthe past six months, 


97,837- 25,236. 


ERSRAEERE 
W. C. BAKER, Business Manager. JOHN BATES, Pressman. 


Subscribed and Sworn to before me this 18th day of October, A. D. 1894. 
D. A. DELANY, Notary Public, Wayne Co., Mich. 


RATES ARE LOW. 
New York Advertising Office: - - 517 TEMPLE COURT. 
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ep 
The 


St. Paul 
Giobe 


is always used by advertisers 
who have learned by experi- 
ence where their money pro- 


duces the best effect. 


So 


Eastern Cffice : 


di dsidialdbbalibAsit. 


517 Temple Court, New York. 
C. E. ELLIS, Manager. 
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Why 


does every advertising agent 
counsel the advertiser to use 


THE 


Indianapolis News? 


Because: 


Future orders depend upon 
the returns derived from 
present orders. 


No other advertising field in 

America may be so com- 

pletely covered or so entirely 

missed in the using or miss- 

ing of a single newspaper. 
Als 


mee 


7i¥ 


P. 8.—Sworn average for the past year to April ist 
was 31,801 foreach day. Payment for advertising con- 
ditioned on larger bona fide circulation than any other 
three dailies in Indiana combined. 
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HI HI IIIS ASS SI SII SAAS 
THE... 


ILLINOIS FARMER 


(SEMI-MONTHLY.) 


PEORIA, ILLINOIS. 


Published specifically in the INTERESTS of the FARMERS 
OF ILLINOIS, but favored with the patronage of many from 
other Sjates. 


1180 


THE ILLINOIS FARMER succeeded to the subscription 
list of THE INLAND FARMER, originally established as the 
GRANGE NEWS in 1876. 

‘The lists of several publications have also been merged into it. 
THE ILLINOIS FARMER is therefore practically a consoli- 
dation of 
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THE INLAND FARMER, East St. Louis, IVI. 
THE ILLINOIS HORSEMAN, Joliet, Jil. 


THE AMERICAN HORSEMAN & FARMER, 
Detroit, Mich. 


THE MARK FIELD, Peoria, III. 
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Circulation After Consolidation, 


...12,000... . 
x 


Remember Illinois is an Empire, and her rulers are the tillers 
of the soil, You can be presented and represented at Court 
through THE ILLINOIS FARMER, Peoria, Illinois. 
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Bees are busy little bodies, and THE 
OMAHA BEE 1s no exception to the 
rest of the Tribe. It has been busy for 
nearly a quarter of a century, building 
up a reputation as a result-get- 
ter for advertisers second to none 
in its field. The testimony 
of all careful advertisers, who 
have used its columns, is that 
it stands unrivaled in its own 
territory and reaches a class 
of buyers not reached by any other 
newspaper or combination of news- 
papers. This explains its popularity. 
Its Daily, Sunday and Weekly circu- 
lation is far larger than that of any 
other paper circulating in the State of Ne- 
braska. 


Correspondence solicited and the fullest 
! information cheerfully given by 


A. FRANK RICHARDSON, 
TRIBUNE BUILDING, CHAMBER OF COMMERCE, 
NEW YORK. CHICAGO. 
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Scattle 
Post-Intelligencer----- 


Every intelligent advertiser knows that, in 
placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 
Puget Sound Region. 


KNOWN CIRCULATION : 


Daily, Exceeding = 14,000 
Sunday, Exceeding = 15,000 
Weekly, Exceeding = 15,000 
+0 0@@OGee-- 
A. FRANK RICHARDSON, 


Chamber of C ce, Tribune Building, 
CHICAGO. NEW YORK. 
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32 per cent 
More Advertising 


printed in THE EvENING Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


654 More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


“The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EVENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.” —Printers’ Ink. 





Publication Office: 
206-210 Broadway, = = New York. 
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Sure Test 


One of the shrewdest advertising men in the 
country once remarked, “show me the paper that car- 
ries the largest number of ‘Want’ and other small 
ads, and I will show you the best and most widely cir- 


culated paper in that town.” 


™ Evening 
Star 


has always enjoyed that distinction in Washington, 
and the quantity and quality of its circulation proves 
this assertion. 

It has more than double the number of small ads 
of any other paper in Washington, because it is a 
“home ” paper. 

It goes into 82% per cent of the occupied houses 
of the city, and it is presumed that the 17% per cent 
who do not take it at home either buy it on the street 
or are too poor to afford a daily paper. 


New York Representative: 
L. R. HAMERSLY, 
49 Potter Building. 
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Mnzeiger ves Westens 


ESTABLISHED 1834. 
The Leading German Paper of St. Louis. 
The Largest Circulation. 


DAILY. SUNDAY. WEEKLY. 


A short time ago the representative of the Westliche Post, a German daily of St. Louis, 
anxious to increase his business, recklessly offered a wager of $1,000 that he would prove 
the circulation of his paper larger than that of any other German paper in St. Louis. 

, The ANZEIGER DES WESTENS, strong in the belief, amounting almost to positive knowl- 
edge, that it would be impossible for the Westliche Post to prove what they boasted of, 
— _—— the challenge, and the advertising manager, in his letter of acceptance, 

) 


says as follows: 
Sr. Louis, Mo., February 27, 1895, 
M. Shoenberg, Esq.: “Famous,” City. 

Deak SiR—You informed me on Saturday last that the Westliche Post, or one of its rep- 
resentatives, told you that he challenges Cs | one and was ready and willing to bet $1, 
that he could prove the Westliche Post’s “‘ paid and bona fide circulation ” to be larger than 
the circulation of any other German paper published in St. Louis. Since the offer of a bet 
was made to you, sir, by the Westliche ¢ representative, I presume that you are meant 
by him also to be the one who is to be the stakeholder—if one is found to take up the 
bet. I accept the challenge, refuting the assertion of the Westliche Post’s representative, 
so far as the ANZEIGER DES WESTENS is concerned. 

am = herewith to hand you one thousand dollars as an indication of desire 
that the bet should come off, and Iam willing to lose the one thousand dollars to the chal- 
r if he proves his boast valid, and expect, on the other hand, to get the one thousand 
ars, to be deposited in your hands by the challenger, if his claim is proven as without 
foundation and false. Itis understood, however, that if the challenging party fails to put 
p posit with you his one thousand dollars before to-morrow (Thursday) afternoon 
at four o’clock, it is to be taken as an indication that the challenger does not intend to 
make his challenge, and that you are then to return to me the one thousand dollars 
which I have handed you. The ANZEIGER DES WESTEXS assures me of its willingness to 
facilitate the investigations, which would make a positive proof possible, in every way. 
To get at the result, I would suggest, sir, that you name a date on which the investigations 
are to commence. : 
It would be imperatively n to have, besides the bookkeepers of the ANZEIGER 





ly necessary 
DES WESTENS and the Westliche Post, three expert accountants, one of whom is to be named 
by the ANZEIGER DES WESTENS, one by the Westliche Post, and the third by your Mr. Shoen- 
berg. The respective newspapers would necessarily have to put all their books, and, if 


necessary, some of their employees at the disposal of the investigating expert pers, 
and the investigation, which would embrace all editions, must cover a period of not less 
than one year, or a longer period, if the committee finds it necessary and so desires. The 
cost of these expert investigators is, of course, to be borne by the losing party. Trusting 
that Iam not encroaching on your time too much, I beg to remain, dear sir, very sincerely 
yours, (Signed), EMIL CARO, Advertising Manager. 

P. S.—We assume all financial and other responsibility fcr above. 

The investigation, however, must be thorough and exhaustive, and must cover all the 
various editions of the respective publications. 

ANZEIGER DES WESTENS, 
Anzeiger Association, publishers. 
By John Schroers, Business Manager. 


Mr. Shoenberg subsequently informed the ANzEIGER that the Westliche Post receded 
from its first proposition, and wished its Sunday, or its Sunday carrier circulation, only 
examined, but wanted to show only its cash books and carriers. The following is an ex- 
tract of the reply thereto: x ae - 

A partial pie ocr ma can never become proof positive. I am willing to modify my 
acceptance to meet the last wishes of the Westliche Post so far that I am willing to lose the 
one thousand dollars deposited with you, if after a careful and thorough investigation of 
all the editions of both newspapers it is found that the Sunday edition of the Westliche Post 
deserves the claim of that paper. The ANzEIGER DES WEsTENSs is willing to throw open its 
books for that purpose, and the Westliche Post, if sincere in its claim, must do the same. 
The conditions in my letter of acceptance must be adhered to strictly, the only modification 
being that finally the Sunday or Sunday carrier circulation will be deducted from the whole, 
if everything in the matter of Sunday circulation tallies. 

Very truly yours, EMIL CARO. 

After waiting five days, during which time the Westliche Post repeatedly refused to 
submit to the proposition of the ANZEIGER DES WESTENs to show up any books, excepting 
the cash book, and thereby refusing the only true and honest proof possible, the wager 
money had to be withdrawn. 

The ANZEIGER DES WESTENS is always ready and willing to prove by a comparative 
investigation of all books—not of cash books only, which may be doctored—nor by affidavits, 
which some persons with an elastic conscience and no sense of dishonor make as easily as 
eating a good dinner, but by an investigation of ———e that its circulation is far 
greater than the circulation of any other German paper in St. Louis. 


(= IT IS THE GREAT GERMAN PAPER OF THE WEST AND SOUTHWEST. a3 
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Methods have changed. Media have 
changed. The best papers five years 
ago are not the best papers to-day. 

The style of advertising has changed 
—for the better. More brains and 
more art are used now than even two 
years ago. The advertising artist and 
the advertisement writer are gaining 
ground, 

We command the best talent in these 
lines ard for thirty years we have been 
learning what to do with it. 

Shall we sweep the cobwebs off ? 





The Geo. P. Rowell Advertising Co., 


10 SPRUCE STREET, NEW YORE. 





















